





Business Birth Control! 


HERE are too many hardware stores! That is the common cry. In many 
districts the fault lies not with the number of stores, but with poor locations, 


where business success is impossible. 


Unfortunately, the lure of an opening stock order often warps the judg- 
ment of otherwise discreet wholesalers and manufacturers’ district managers. 
Too often these new stores are permitted to start in locations selected because 
of a competitive situation between wholesalers. Such new stores never grow 
old. They merely spread more thinly existing business. Finally there is the 
inevitable failure, perhaps an auction sale and always a loss to sources of 
supply. 

The simple cure would be a study of proposed locations before selling 
an opening order. The prospective merchant should be assisted in find- 
ing a trading area not already adequately served, so that he would have at 
least a sporting chance to make permanent progress. Such a policy would 
reduce retail mortality and eliminate the unnecessary high cost of short life 


retail stores. 


In Long Beach, California, men ambitious to become retailers are per- 
suaded against unlikely locations and helped in the search for good locations. 
The bankers, real estate men and wholesalers are working together to keep 
the retail business of Long Beach healthy and profitable to all concerned. In 
detail the Long Beach system of “Business Birth Control” is told in this issue. 


—The Editors 
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Tools That Satisfy the User 


and Build Good-Will 
for the Dealer 





ERE are two of the best sellers in the edged tool field—the Greenlee No. 22 

Solid-Center Auger Bit and No. 230 Socket Firmer Chisel. Both of these tools 

satisfy the user because of their correct design and manufacture. They win 
favor because they are built right from start to finish, and the standard of workman- 
ship adhered to in the Greenlee shops fuses quality into the tools bearing the 
Greenlee trademark. A little higher grade of steel, a more careful workmanship on 
every operation and a final searching inspection explains the difference between these 
high grade tools and those that are mediocre. 


Naturally, satisfied customers create good will for the dealer. Users who are pleased 
with their purchase, return to the store for other kinds of merchandise. In addition 
they tell their friends what a fine chisel or bit is made by Greenlee and sold by 
So and So’s Hardware Store. 


Besides building good will, the dealer builds his profit account when he sells 
Greenlee Tools. Made only as products of high quality, these bits and chisels are 
out of the “cut-rate” class and yield a fair margin of profit. 


Every hardware man who wants to feel sure of satisfying his customers should stock 
Greenlee Chisels and Auger Bits. It will pay him in the long run. Write today for 
literature, prices and discounts, and give the name of your jobber. 





THE GREEN MARK—A QUALITY GUARANTEE 
—IS ON EVERY GREENLEE BIT AND CHISEL 


District Sales Offices: San Francisco: Sheldon Bldg. 

New York: 53 Warren St. Los Angeles: 1802 Washington Bldg. 
Boston: 34-38 Binford St. Seattle: L. C. Smith Bldg. 
Philadelphia: 1209 Olive St. Vancouver: 4190 Blenheim St. 


Nashville: 606 Cotton States Bldg. Montreal: 120 St. Peter St. 


GREENLEE TOOLS 

























Greenlee Fool Co., Rockford, 71). 
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Tools that 
Stay Sold- 









Sell Stanley “Roll-Up” 


the 


Weather-Proof 


Garage Doors 


HIER®’s one garage door equipment that 
the weather cannot affect. All the work- 
ing parts are on the inside and a cam clos- 
ing feature forces the doors snugly against 
the stops. Winter or summer, Stanley 
“Roll-Up” Doors work smoothly and easily. 
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Stanley engineers have perfected this set 
of overhead garage equipment so that it 
is a marvel in operation and simplicity 
itself to install. Inexperienced workmen 
can install these modern doors in as 
little or less time than ordinary doors. 


© Features of Stanley “Roll-Up” Garage Doors . 


The 14%" doors are of first quality throughout, 
made in sections, rehiatted sllgae, with a wide 
variety of styles carried in stock in the three most 
popular sizes 8' x 8', 8’ x 7'6", 8’ x 7’. 

Doors are locked by a dead bolt which engages 
in a slot in the track. This dead bolt permits 
the use of any standard rim cylinder, so that if 
desired, the garage can be keyed alike or mas- 
ter keyed with the house door. 


Ball bearing rollers. 


Sturdy overhead track is braced by turn buckles 
which hold it firmly in alignment. Track is sus- 
pended by chains requiring no special supports 
and making installation easy, regardless of the 
height of the ceiling. 


Doors are drilled and mortised at the factory for 
application of hardware. 


With the addition of the “Roll-Up” a, 
Stanley offers a complete range of garage 
hardware equipment for every type of door. 


Send for complete information 


THE STANLEY WORKS 
NEW BRITAIN, CONN. 


STANLEY GARAGE HARDWARE 


FOR EVERY TYPE OF DOOR ei) 


STANLEY J 


7 











HARDWARE AGE 


5 IEEE BEES 82 


RS 


Nees: 


x 


as 
: 
3 








BESIDES REGISTERING CASH 


IT MAKES ALL YOUR BOOKKEEPING 
EASIER TO HANDLE - 





BuRROUGHS CASH MACHINE 


This valuable “Daily Business 
Record” book in which the 
information contained on the 
locked-in, detail tape can be 
recorded in permanent form. 


1931 


DECEMBER 3, 


If all that this new Burroughs did was 
to register and protect your cash, it 
would be a wise, economical invest- 
ment for any hardware merchant. But 
it does much more. 


For example, each transaction is re- 
corded (by clerks and by departments 
if desired) and a grand sales total accu- 
mulated on a detailed, locked-in tape 
to which only the owner or manager 
has access. Paid-outs, money received on 
account and similar transactions can be 
validated by the machine as a further 
protection to store and customer. 


You should, however, see this new and 


modern machine in order to learn what 
protection and information it provides 
. .- how little store or counter space it 
occupies . . . how its lower height en- 
ables the clerk to serve customers more 
efficiently . .. how it also serves as a fast, 
practical, standard adding machine 
without disturbing locked-in sales totals 
or interfering with its cash registering 
operations. And its low purchase price 
will surprise you. 


For a demonstration, call the local 
Burroughs office. Or, if you prefer, 
mail the coupon for complete in- 
formation. 


BURROUGHS CASH MACHINE 








BURROUGHS ADDING MACHINE COMPANY, 6855 SECOND BOULEVARD, DETROIT, MICHIGAN 
Please send me special illustrated literature describing Burroughs Cash Machines. 


Name. 
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THIS LIGHTER, TOUGHER WRENCH 


SIMPLIFIES, 
SPEEDS-UP 
MACHINE 

ADJUSTMENTS 


Photograph courtesy 
Worthington Pump 
& Machinery Cor- 
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Here is the last word in 
wrench versatility. Adjust- 
able quickly ... accurately 
— slip-proof with its super- 
strong jaws which will not 
spring nor spread even un- 
der excessive strain. 


Mechanics generally, and 
maintenance men in partic- 
ular, find a remarkably 
efficient tool in this new 
Crestoloy Wrench. Forged 
from Crescent’s exclusive 
Grestoloy steel, it is thirty 
percent thinner than the 
conventional pattern, yet 
actually more than twice as 
strong. 


See this modern wrench at 
your hardware dealers or 
supply house. Note its 
workman-like design and 
natural “balance.”’ Compare 
it in terms of ounces of 
weight and dollars invested 
with ahy other tool or tools 
providing an equal range 
of usefulness. Then buy it, 
with the absolute assurance 
that it carries Crescent’s 
unconditional guarantee of 
satisfaction or your money 


back. 


CRESCENT TOOL COMPANY 


Jamestown, N. Y. 
Cable Address: “Crescent”’ 
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DESIGNED, MADE AND GUARANTEED BY THE ORIGINATORS OF THE CRESCENT WRENCH 
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Here is a Talking Point 


NET-WICK POULTRY NETTING hangs straight and tight. It 
has to, for every horizontal wire takes a direct pull with just 
enough wave to allow for contraction and expansion. But that’s 
only half the story. Hand your prospect a pair of pliers and a 
sample of NET-WICK, then ask him to open the twist—it can’t 
be done. There is a selling point. 


HEN-WICK POULTRY FENCE. A new mesh all-purpose poul- 
try fence made of heavy strong wire galvanized before weaving. 
Made in one grade, one width and one length bale. Width 6 feet. 
Length 150 lineal feet. Made of four different meshes. 


For the finest, most complete line of Screen Wire Cloth, ask 
your jobber for the Cortland line. Gray-Wick, Cortland Black, 
Wickwire Cortland Bronze, etc. Made to comply with the speci- 
fications adopted by the Bureau of Standards, Department of 
Commerce, in effect October 15th, 1931. 








What—No Top Rails? 


No, Sir, No Top Rails. 
Wick, straight-line netting and the 
Hardware Dealer told me that it 
would hang straight as a die It’s 
working out fine, and, 
not, you can’t open that twist with 
a pair of pliers. Yes Sir, that Dealer 





This is Net- 


believe it or 










Does not buckle, bag 
or sag. Lies flat 
without waves when 
unrolled. 
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« Announcement 
of considerable 
importance to the 


HARDWARE 
TRADE 












ERE is the long-sought development in door 
closing devices—a CONCEALED Door Closer, 
just as efficient as the best of the conventional types. 


Here are some of the high points. The new Concealed 
Closer is mortised into the door like a lock and can 
be used for both wood and metal doors. It is equipped 
with a hydraulic checking cylinder whose piston is 
operated by a rack and pinion. This means checking 
control over the entire range of the device, which 
in turn means effective closing of even a heavy door 
against a strong draft. 


The construction of this new YALE Concealed Door 
Closer is such that the turning force is balanced 





View from inside of door equipped with the new 
YALE Concealed Door Closer. Note the entire ab- 
sence of any evidence that the door is thus controlled, 
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ternal indication of the closer is the small additional 
member on the trim to permit the action of the arm. 









Introducing the New 
YALE Concealed 
Door Closer “« « « « 


through the action of compression springs. This 
means very little side pressure on the bearings and 
therefore a high rate of efficiency. 

This new YALE Closer is easily regulated, noiseless 
and smooth in operation, and permits the door to 
be opened flat back against the wall. 

This new YALE Concealed Door Closer is being force- 
fully advertised in the Decembér architectural pub- 
lications, and architects and builders all over the 
United States are already beginning to write it into 
their specifications. Be ready for them. 


THE YALE & TOWNE MBG. Co. 
~ STAMFORD, CONN,., U. S. A. 





View of the door wide open. Note bow the new 
YALE Concealed Door Closer permits the door to 
open the full 180 degrees—all the way buck to wall. 
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Because of its reputation as a 
modern rope, containing such fea- 
tures as waterproofing, rotproofing, 
flexibility, always easy to handle 
and non-kinking properties, rope 
from the Columbian Mills is equip- 
ment on the new S. S. President 
Coolidge. 


reatest Improvement in Rope 
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Standing head and shoulders above every improvement that has ever been 
made in Manila rope-making is— Columbian Waterproofing. 

Down through the ages, the greatest objection to a Manila rope has been that 
it could never be satisfactorily handled if it were wet. It would become as hard as 
a board and just about as flexible as a crowbar. This was a severe handicap to 
rope users. . 

Columbian, through an exclusive waterproofing method, has eliminated this 
handicap by producing a rope that is flexible, no matter how long it has been in 
the water. Not only is the rope protected against the elements but also it is sealed 
against the germs of decay and rot. . 

Send for a copy of our “Flexibility Test’ folder which contains conclusive 
proof that Columbian is the most flexible rope made. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 
AUBURN, “The Cordage City,’” NEW YORK 


BRANCHES: New York Chicago Boston New Orleans 





COLUMBIAN WATERPROOFING 
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HARDWARE AGE 
Follows Hardware 


HEREVER hardware goes, Hardware Age 
is sure to follow. 


Hardware is sold everywhere—Hardware Age is 
read everywhere. 





Each issue contains sound merchandising ideas— 
ideas that move merchandise. 


HARDWARE AGE 


239 W. 39th Street, New York City 


HARDWARE AGE 
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MYERS Rolling - Motion 
Cog - Gear: Pumps 


Operate 3388 Easter! 


- 
tins Wi. 


Water—that’s what your customer is interested 
in when he buys a new pump for his well or cistern. 

More water with less pumping labor over a 
longer term of years—that’s what you can offer 
him with any Myers Easy Operating Cog Gear Well, 
House or Cistern Pump. 

There is no compromise when it comes to the 
question of quality and performance. Pumps that 
live in daily service long after the sale is forgotten 
—pumps that mean more to the user than the 
dollars he spends for them—of such are Myers 
Easy Operating Cog Gear Pumps. 

If this be true, and you are not selling, or per- 
haps never have sold and installed them, it’s the 
right time for you to- have one of our representa- 
tives pay you a visit. Catalog and complete in- 
formation on request. 

Write or wire. 






MYERS NON-CORROSIV 
GLASS VALVE SEAT 





PATENTED ROLLING- 
MOTION COG GEAR 





THE F.E.MYERS 


ASHLAND, 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 


1931 
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PUMPS - WATER SYSTEMS -HAY 
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INVENTORY 
Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 



















We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 
has solved the problem for hundreds of hardware dealers. 


That remedy is the Hardware Age Easy Inventory Sheets. 
They simplify the whole problem. These convenient 
sheets are printed on both sides—200 pages—room for 
6,800 items. So simple—so easy to understand and use 
that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 
Sheets. “End your inventory trouble” by mailing your 
order and check right away to— 


HARDWARE AGE 


239 West 39th Street New York City 
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_sgHARDWARE AGE 


Business Opportunities for YOU in this 


i Extensive Territory 



























BRADFORD 
SCRANTON 
P K N N S Y LW NA A 4,000 Hardware Dealers 
ALTOONA Bw Buying More Than 
HARRIS BURG ws 
PITTSBURGH ° i fe $100,000,000 Worth ot 
PHILADELPHIAY ~> 
\ & ff Hardware, Paints, Stoves, 
CUMBERLAND IN A 
“4 ATLANTIC 5 Housewares, Etc., Annually, 
“J BALTIMORE | o sid 
oy DOVE With Whom You Can Contact 
pela ens ¢ DEL: Personally at the 





VW, , 
31st Annual Convention 


and Exhibition 


p COMMERCIAL MUSEUM, PHILADELPHIA 
FEBRUARY 9th to 12th, 1932 


AMONG THOSE PRESENT 


You will find over 200 leading manufacturers and jobbers displaying their merchandise 
for the inspection of thousands of dealers as well as 30,000 to 40,000 consumers who are 
admitted every evening. 


DEALERS ARE ACTUALLY PAID TO VISIT YOUR BOOTH 


Our new and unique plan of paying cash to dealers for visitation at individual booths, 
the first trial of which was made at the 1931 show, produced for the exhibitors a surpris- 
ingly large number of personal interviews with dealers, valuable contact heretofore unob- 
tainable. So many materialized into new outlets of business for these firms, that we will 
repeat the plan at the 1932 show. 


GET FULL BENEFIT OF OUR ADVERTISING 


Monthly, from now until the show opens, your name as an exhibitor will be brought forc- 
ibly to the attention of 4,000 dealers. Don’t delay in choosing your space. Prepare now 
to get your share of business from this great territory— Pennsylvania, New Jersey, Dela- 
ware, Maryland and the District of Columbia. 





For Further Particulars—Write the 


PENNSYLVANIA & ATLANTIC SEABOARD HARDWARE ASSOCIATION, INC. 
610 WESLEY BUILDING, PHILADELPHIA, PA. 


DECEMBER 3, 1931 13: 











The new advertised 
price is insurance on 
garden-hose profits. 


Hove gardeners know Good- 
rich Maxecon hose (they rec- 
ognize its gold wrapper on sight). 
Now this hose is strongly adver- 
tised at $5.50 (50 feet, regular 5/8- 
inch size, black). With all question, 
all uncertainty, about price removed, 
it will come mighty close to selling 
itself. 


Which is just another way of say- 
ing that when you sell Goodrich 
Maxecon you get a full, normal profit 
on garden hose. And get it with less 
sales effort than you’d spend on a 
low-price, low-profit brand. 


Selling Helps for You 


To help you realize the full profit pos- 
sibilities created by this new advertised 
price, we have developed highly effective 
publicity and display material. 

We have also prepared an interest- 
ing and helpful new booklet, “A 
Spring Campaign for the Hardware 
Dealer.” Send for it, study it, and 
learn how to attract new interest, de- 
velop new business, in all garden and 
home supplies. The booklet is free. 
Fill in and mail the coupon, or if you 
prefer, ask your distributor for your 
copy. The B. F. Goodrich Rubber 
Company, (Est. 1870), Akron, Ohio. 


Goodrich 
ee Maxecon 
Garden Hose >) <a RACE AA RROD Re atiprorsincins eae 
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GRNG CAMPAIGN 


FOR THE 


HARDWARE 



















FREE ... fully illustrated plan for spring sell- 
ing. New ideas for display, promotion, etc. How 
to make every sale of garden hose show a profit. 
Use the coupon. 





The B. F. Goodrich Rubber Company, Akron, Ohio 


Gentlemen: Please send me a free copy of “A Spring Campaign for 
the Hardware Dealer.” 
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Frantz Dealers enthusiastically testify to the generous 
profits gained from a stock of “Glide” Hangers and 
Track. Here are the reasons: 


First, “Glide” is easy to sell. Customers appreciate the 
ease of installation (the one piece construction that 
eliminates any need for brackets or braces)—the sturdi- 
ness of both Hanger and Track that assures long de- 
pendable service—the smooth operation, regardless of 
weight of door—the inside dropstrap of the hanger that 
permits hanging any thickness door—and other distinc- 
tive features. 











# 

cE “Glide” Hanger No. 1 

Steel roller bearings and axles 
assure smooth, easy operation. 
Hinged drop strap permits 
door to swing out at the bottom 
when bumped into. “Glide” 
Hanger No. 2 has adjustment 

; feature for raising door when 

4 building sags or floors raise 

* from frost. 

‘TRADE MARK 
Gumaubed Builders Hardware 
2 DECEMBER 3, 1931 


These 
Extra Profits 









No Joint-Splices Needed 


Patented telescoping joint makes two or more 
lengths of ‘“‘Glide” Track fit together snugly to 
form one continuous piece, 


4 


Second, “Glide” is priced right. In spite of the many 
superior qualities in design and construction, ‘‘Glide”’ 


‘Hangers and Track sells for no more than ordinary 


types. 


Third, “Glide” is no problem to “stock.” The one 
piece construction and elimination of joint-brackets is 
a distinct advantage in simplifying your stock. 


Investigate “Glide” now—see for yourself what makes 
it the most popular and profitable watershed track and 
Dept. H-12, 


Frantz Mfg. Co. 


hanger. Use the coupon. 
Sterling, Illinois. 


Carries Any Thickness 
Door 


The drop-straps of ‘Glide’ 
Hangers fasten on the inside 
of the door. There is no 
restriction on the thickness 
of door that can be carried. 
Note how top of door is 
protected from weather and 
how weight of door is directly 
below point where track 
fastens to building, for greater 
strength. 





FRANTZ MFG. CO., Dept. H-12 
Sterling, lilinois 


Kindly send me complete information and prices on ‘‘Glide’’ Hangers and 
Track 
Firm NAM wocccccccccscccccsscsccce hie ica slp. nid drs: & VER CEM SE ARs «ee meee 





Frantz Mfg. Co., Sterling, Il. 
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Just Off The Press! 





THE FWELFTH EDITIEOR OF 


HARDWARE AGE 


VERIFIED 
LIST 


THIS PUBLICATION— WHOLESALE HARDWARE HOUSES 
a WHOLESALE HEAVY HARDWARE HOUSES 
WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


NOTE—A LIST OF 


WE need: hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


a sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 


IT 1S OBTAINABLE AT THE LOW PRICE OF : : . sae agi 
nized hardware jobbers, but also includes their capitalization, 


S10 qbd: the territories they cover, the number-of men traveled, the 
© lines handled and, in most cases, the names of officials and 
PER COPY buyers. 

Such a publication is indispensable to sales managers and 

; e advertising managers. Furthermore, many firms find it high- 
USE THIS: COUPON TO FILL YOUR ly advantageous to give copies to their road salesmen and 

REQUIREMENTS PROMPTLY district representatives. 

euesesenesece oeccnsesesnnsce i ncaunscenuscanacssscusewaonucmeuecssasensas aseseseseeee 


HARDWARE AGE VERIFIED LIST 
-_ 239 West 39th Street, New York 


GENTLEMEN: 
Kindly send me ......... copies of your New Twelfth Edition 
oo SS res pre Se eer ee eee ree PIE 5.0 2:0 0 00 0500s 0.00.5 090 56.0010 0550.50 5.050 bein 
ee er ere eer ey Pier eee ees MUEMEE, 4. ova sive sso oo ¥.c 0+ 0sin See tnwbvies ens ade ees 
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WOOD SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, Thumb 
SCREWS 


SPECIAL AUTOMATIC SCREW MACHINE PRODUCTS 


Stove, Tire, Sink 
BOLTS 


Machine a ay Stove and Tire Bolt Nuts, U. Be S. Nuts, 


E. Castellated, S. A. E. Plai 


Jack, Plumbers’, Register, ee g Furnace, Ladder, Sash 
CHAIN 


Escutcheon Pins Speedometers 


Tachometers 


THE CORBIN SCREW. CORPORATION 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 
Warehouses: New York Chicago 


an 


aaa? & 


Prem s 5, * 
Sonal Se? 


eth eeeamae 
im 





The “Fish and Hook” Brand 


Are universally recognized as the fastest cutting—most durable 
and, 


therefore, most economical for pulpwood and small timber. 





We supply all standard and special saw patterns 
for soft and hardwoods. 


aca cms. iad © i) Se eae 














Sandvik’s Steel Saw Frame No. 25 
Adjustable 36 to 48 inches. 
Gives perfect tension to Pulpwood and Buck Saw Blades. 


SAW <hcgege> FILES 


C.O.OBERG&Co. 


Jc QGBERGECO > 





Double Edge pattern for web saw blades. 
Oberg files are guaranteed to last longer and will give an excep- 


tionally smooth surface to the saw teeth 


From your jobber, or write to us for catalog. 


SANDVIK SAW & TOOL CORPORATION 


109 Lafayette ~~ 740 North Washington Ave. 
New York, 7; Minneapolis, Minn. 
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STAR HEEL PLATES 


Since they were first 
placed on the market Star 
Heel Plates have upheld 
their reputation for qual- 
ity as well as for sales. 


Star Heel Plates 
always— ‘ 


THE BEST 


and are heavier and larger 


are 


than other brands. They S STAB 
give complete satisfac- ss UL 
tion. Regularly packed 


lf gross pairs to each box. 


Also put up (3 pairs as- 
sorted, Nos. 2, 3 and 4) 


ea 
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on cards. One dozen cards % 
to the bundle. They re- 
turn a snug profit. 
Send for samples and wot, S285, 
trade-prices. Aber liustratons ox 
STAR HEEL PLATE CO. 
357-391 Wilson Avenue Newark, N. J. 
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STARTING 
THE NEXT 
SALE 


Toaene are 5 steps to sell- 
ing — check them off on your 
fingers: 


(1) Looking 

(2) Seeing 

(3) Wanting 

(4) Closing 

(5) Coming Back 


And no sale is complete if 
you have not made a customer. 


That’s why you lose when 
you pass out a “cheap” saw or 
tool that fails to give satisfac- 
tion and loses you a customer. 


Every time you drive home 
the points of the value of qual- 
ity in service, and back it up 
with an article like a genuine 
Atkins “Silver Steel” saw you 
make a customer and have an 
added asset for future sales if— 


The “if” means if you do 
your part in following your 
sales. Find out who your cus- 
tomers are, where they live, 
what they do and then keep in 
touch with them. 


Yy 1, i 





Y 
Uj 

If you are going to harvest 
the crop of successful selling 
you must make every sale the 
seed you plant—and cultivate 
it. 

The next sale should always 
be started when you close any 
good selling. And remember 
what you say must depend up- 
on the value of quality in 
service in the product you have 


sold. 


Don’t let “bargain” selling 
based on “price” hold you 
down to the level of a “counter 
jumper”. Be a salesman! 


(Signed) 


L§ 





COASTING ON THE UPGRADE 


I. just can’t be done if you want to reach the top. You must be on the 
job constantly applying the good selling ideas you have learned from your 
experiences and the success of others. Get the inside information on this page 
next week. Also ask for the whole series of Sam Sayles selling talks in bound 


edition. 
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Silver Steel 
Cross Cut Saws for 
the Farm 


ee ERE is a Cross 


Cut Saw — Atkins 
No. 5, that you can 
recommend to your 
farm trade to give 
them service. It’s 
one of our highest 
grade patterns; 
made of SILVER 
STEEL, and SEG- 
MENT GROUND. 
Will hold its tem- 
per and sharp cut- 
ting edge assuring 
the user of fast, 
clean cutting with- 
out binding. See 
your jobber for a 
stock of these 
blades. 


Write for a copy 
of Atkins Saws on 
the Farm, a book of 
which you will 
want a supply to 
hand out to your 
farm customers. 
Let us help you de- 
velop this highly 
profitable market. 
Send for the book 
today. 
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Business Birth Control 


Is practised in Long Beach, 
Cal., so that existing stores 
will not have to struggle with 


unnecessary, though tempo- 
rary, competition from new 
stores that can last only a 
short time. New stores, prop- 
erly located, have a reason- 
able chance to survive so 
that all interests, including 
sources of supply, are better 
served. The plan could and 


should be followed. 


HIS hap- 
pened yester- 
day in the 


California city of 
Long Beach. A 
young man, who 
had been working 
for the past five 
years in a hardware 
store, called on a 
banker who was a 
friend of his father’s. The young 
man was planning to open a hard- 
ware store of his own, and lie wanted 
the banker’s advice. He wanted also 
to arrange for a loan on the strength 
of his prospects and his good name. 

“Where do you plan to locate your 
store?” asked the banker pleasantly. 

“On the corner of Sixth and Palm 
Streets,” the young man replied. 

“Why there?” 

“Lots of people pass that corner 
every day. I’ve counted them. They 
pass at the rate of five hundred an 
hour.” 

“Are there any hardware stores 
nearby?” 

“Y-yes, was the somewhat hesi- 
tating reply.” 

“How many?” 

“Well, there are two. But each of 
them is a block away from the lo- 
cation I have in mind. One up the 
street, the other down the street 
Each a block away.” 
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“Wait a minute,” he said, reach- 
ing for the phone, “We'll find out 
right now.” 

“Call Mr. Taplin,” he instructed 
the operator, “Mr. R. B. Taplin, the 
city’s planning engineer.” 

While they waited for the call to 
go through, the banker explained: 

“Mr. Taplin, as the city planner, 
has worked out a means of guiding 
the future development of Long 
Beach. To accomplish this means, 
he requires certain information about 
local civic and economic conditions. 

“Well, about a year ago, he start- 
ed a ‘Planning Survey’ for the pur- 
pose of getting this information, 
chiefly data on property and popu- 
lation. 

“The _ statis- 
tics he has gath- 
ered are so de- 
tailed, so all- 
inclusive, that 


“Are you sure that’s all? It hardly 
seems possible that a neighborhood 
boasting a traffic of approximately 
500 people an hour should have only 
two hardware stores.” 


6é 
W ELL, I think there are some 


hardware stores in the side streets, 
too. But I didn’t count them because 
I felt they wouldn’t have much effect 
on my trade.” / 

“Suppose we find out exactly how 
many hardware stores we have in 
that neighborhood before we con- 
sider it further.” 

“Yes, sir.” 

The young man 
rose from his 
seat, making 
ready to leave. 
The banker 
waved him 


back. 
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some of us have decided to take ad- 
vantage of them in order to set in 
operation what we like to call our 
‘Business Birth Control’ plan. Of 
course, Mr. Taplin’s job is not to act 
as a business analyst. But he has 
kindly extended us an invitation to 
dig into the figures any time we 
want. 


‘6 

Our ‘Control’ plan has been in 
operation only two months, and al- 
though we are operating it more or 
less informally, it has already proved 
an assured success. It’s practical. 
Very practical. It will keep a lot of 
people from starting in business that 
haven’t a chance in the world of 
succeeding. More important, it will 
show people where they ought to lo- 
cate their businesses in the city limits 
in order to make good.” 

The telephone rang. The banker 
lifted the receiver. 

“Hello, Mr. Taplin. This is Mr. 
Whittier of the National Bank. There 
is here with me a young man who is 
planning to open a hardware store 
at the corner of Sixth and Palm. 
How many hardware stores are lo- 
cated in that section now? ... Yes, 
P’ll hold on.” 

Holding the receiver to his ear, 
the banker turned to the young man. 

“Mr. Taplin wants to look at the 
business map for that district. He 
has 86 of these maps, 
one for each precinct 
in the city. On each 
of these maps he has 
plotted a great deal 
of information valu- 








— 
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“That’s no place to put a hardware store. 
There are plenty of them here now. 
show you a few good locations where hard- 
ware stores are really needed to serve com- 
munities that offer a fairly good opportunity 
for a progressive merchant.” 


able to business men. Every type of 
retail store now operating in each 
precinct is marked down on the map 
representing it. Also the population 
of the precinct. The number of 
famil—” 

The banker broke off, quickly 
turning in his seat. “Yes, Mr. Tap- 
lin,” he called into the mouthpiece. 
“What did you say? There is al- 
ready a hardware store for every 
1986 people in that area? ... I 
think that’s too crowded. . . . Why I 
think so? .. . Well, the average for 
the country, as Mr. Howil—he’s in 
wholesale hardware, you know—told 
me recently, is 2926 people to each 
hardware store. . . . Won’t you sug- 
gest some other location? Corner of 
28th and Central? Yes, I’m writing 
it down. . . . And thank you, Mr. 
Taplin. Yes, indeed, if this 
doesn’t prove satisfactory, we'll come 
over and look at the maps ourselves.” 

The banker hung up the receiver. 


To the young man seated beside 
him he said, “You heard what Mr. 
Taplin said? Mr. Taplin feels that 
you would have a better chance for 
success on the corner of 28th and 
Central. In that district there are 
3890 people to every hardware store 






**Hold On!’’ Says the City Engineer 


it is done in Long Beach, Cal., where Mr. 
Taplin, City Planning Engineer, has facts and 
figures which help him persuade prospective 
merchants away from unlikely locations and 
enable him to encourage starting up business 
in locations that offer future possibilities. 


Let me 


That’s the way 





now located there. The population 
is about 12,000, and there are now 
three hardware stores. The excess of 
population for each hardware store, 
considering the average for the coun- 
try, is approximately 964. Multiply 
it by the three stores and the total 
excess is about 2892 .. . enough for 
another store. 

“Mr. Taplin tells me also that a 
bus stop is situated at the corner of 
28th and Central. There is a fine 
grocery store next door, he says, and 
he considers the district excellent. I 
think, my boy, you ought to go over 
and study this location before you 
make a final decision.” 


Tae banker got up from his chair, 
extending his hand, “Mr. Taplin 
recommended that you go over and 
look at his maps before you decide. 
They may perhaps suggest other 
locations to you.” 

Although the cry for years has 
been, “There are too many hardware 
stores,” nothing has ever been done 
about it. At least not until the busi- 
ness men, the bankers, the whole- 
salers, and the big merchants began 
to make use of some of the data 
which Mr. Taplin had assembled for 
his Planning Survey of the city of 
Long Beach. And even though two 
months is a short time, their appli- 
cation of the data has been so suc- 
cessful that many of 
them are convinced, if 
it is instituted gener- 
ally throughout — the 
country it will actu- 
ally limit the uneco- 
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nomic spread of various retail en- 
terprises, including hardware stores. 

The question of “too many hard- 
ware stores,” as those who have 
studied it know, is not considered 
vital in all communities. In those 
cities and towns where business is 
good for every hardware merchant, 
the question lies dormant. But where 
business is hard to get, where profits 
become slimmer year after year, the 
question is frequently debated. 

The importance of the subject 
differs even between sections of the 
same city. In those neighborhoods 
boasting a hardware store on every 
second corner, all apparently strug- 
gling for the same business, discus- 
sion on the matter is hot and heavy. 
But in those localities where little or 
no competition exists, where profits 
are steady and secure, the question 
never comes abothering. 

Aware of this localizing aspect of 
the matter, the business men of Long 
Beach have created their “Business 
Birth Control” plan with three pur- 
poses in view: 

1. To determine where, within the 
city limits, new dealers of different 
types should be located. 

2. To determine the trade possi- 
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This is a greatly reduced copy 
of the city planning map used 
in Long Beach, Cal., to de- 
termine logical locations for 
retail stores. The symbols 
used are explained in the 
chart on the opposite page. 


bilities of the various neighborhoods 
in the city. 

3. To help merchants study their 
competitors. / 

The plan is based on the assump- 
tion that retail trade is unbalanced 
in different parts of Long Beach. 
Because trade may be intense down- 
town, the asumption is that it is 
likely to be moderate.uptown. The 
object of the plan, therefore, is to 
equalize the number of retail units 
among the different sections of the 
city. 


Tuose hardware retailers who 
have come in contact with the plan to 
date pronounce it “sound, workable, 
accurate.” They see in it a means not 
only of increasing profits for them- 
selves but also of stifling cut-throat 
competition. The idea, in any event, 
they say, points out where the great- 
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est opportunities for development 
can be found in their city. 

The simplest way to describe the 
plan is by telling on what data it is 
based. 

The 1930 government census was 
taken as a basis. The main data ex- 
tracted from the census and covering 
the entire city included: 

The name of each person in the 
city. 

The addreéss. 

The number of persons in each 
family. 

Nationality. 

Occupation. 

Value of home. 

Whether or not the home is owned 
outright or rented. 

Earning power. 

Based on this census, the city of 
Long Beach was then divided into 
86 different precincts, covering an 
area of 28 square miles. A map was 
prepared for each precinct. 

The city planner now put into the 
field three men who, maps in hand, 
closely inspected every locality. The 
men charted such facts as: 

The number of single dwellings, 
flats, apartment houses, hotels, va- 
cant lots. 


HARDWARE AGE 












Jas 





ee es 

















The number and classification of 
‘all the retail establishments in each 
of the 86 districts. 

When assembled, this information 
was transferred to the maps. 

A system of symbols, to make the 
reading of the maps easy and quick, 
was then devised. (See chart No. 2.) 

Now stop for a minute and look 
at Chart No. 1. This is a map of the 
city’s twelfth precinct. It is typical 
of the rest. 

Note how detailed it is. For ex- 
ample, by counting the various sym- 
bols of the same kind on this map, 
you will learn that it has: 

892 single and two-family dwell- 
ings. 

58 multiple-family dwellings. 

59 vacant lots. 

104 stores. 

Two hardware stores with 3 more 
in adjacent areas and on two of the 
streets forming the boundaries of this 
district. ‘ 

By analyzing the census figures 
which pertain to this district, you 
will also learn that: 

The population 
people. 

The average population per usable 
acre (deducting streets, churches, 
schools, alleys, etc.), is 34 people. 

The average number of people to 
the family is 3.18. 

The average number of people to 
each business establishment is 52.4. 


5460 
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The average number of families 
per business establishment is 13.3. 

The average number of people to 
each hardware store is 2730. 

The district consists of people with 
more than average purchasing power. 

With these facts so graphically 
presented by the map, you can see 
instantly that there are just enough 
hardware stores in this district. It 
would be inadvisable for another 
hardware dealer to set up shop. 
With this map, anyone planning to 
open a new hardware store here 
could be convinced to go elsewhere, 
just as the banker was able to con- 
vince his young friend. 


W\ HILE the city is glad to make 
these maps available together with 
any statistics it has on hand, it is up 
to the business men themselves—the 
bankers, the wholesalers, the mer- 
chants—to dig into the information. 

Suppose a hardware merchant 
visits a banker in order to borrow 
money, or perhaps to renew a note. 
This gives the banker an opportunity 
to discuss the desirability of the 
dealer’s present location. If the deal- 
er appears amenable, the banker ad- 
vises him to go over to the City Hall 
and study Mr. Taplin’s maps. Per- 
haps they will show him whether 
there is some other location that is 
more profitable than his present one. 





Suppose a hardware merchant who 
has been successfully operating a 
store for some years wishes to open 
a second store. He has plenty of 
money with which to start, so he does 
not have to go to his bank. But he 
has to go to his wholesaler for stock, 
for fixtures, for credit. 

Naturally it is to the wholesaler’s 
interests to have this new store oper- 
ate at a profit. Only in that way can 
he collect on his goods and feel as- 
sured of a live, stable outlet. So the 
wholesaler, too, urges the dealer to 
visit City Hall and inspect its popu- 
lation maps. 

Suppose some grocer who has been 
having financial difficulties is asked 
to call on his banker. The banker 
has consulted Mr. Taplin’s data and 
has found that good locations for 
grocery stores are no longer avail- 
able anywhere in the city. He then 
tries to induce the retailer to enter 
some other line of business. With 
the 86 precinct maps at his com- 
mand, the banker is easily in a po- 
sition to recommend a field as yet 
uncrowded. Perhaps the auto acces- 
sories field. Perhaps the garage field. 
Perhaps the radio field. 

The merchant’s training, inclina- 
tions, experience, and other personal 
factors must of course be taken into 
consideration. But the banker, on 
talking with Mr. Taplin, has learned 

(Continued on page 52) 
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The Old 
Veteran 










ase: ALKING 
down the 
street last 


night I came across a 
big electric sign, 





Veteran Series, in this ar- 
ticle lets us have a peep 
at some of our errors of 
the past that we may en- 
deavor to overcome them 
in the approaching’ new 
year. 

It was all a dream, but 
let it prevent a real night- 
mare of trouble. ... . 





Old Vet 
Interprets 
a Dream 


URRAY C. FRENCH, 
author of our Old 








‘Follies of 1931.’ 
Well, you know me, 
Bob. 


“But when I got inside it seems 
I was in a hardware store instead of 
a theatre. There was a stage and 

” 

“So it’s a dream you're wasting 
my time with. I’m too busy for 
dreams, Old Vet,” exclaimed Bob 
Butler, the hardware man. 

“But this was a hardware dream 
and you were in it.” The Old Vet- 


24 


eran disregarded Bob’s remark and 
went right on. “There was a stage 
in this hardware store and a big 
placard that read: 


HARDWARE FOLLIES OF 1931 
93 Dandy Ways of Losing Money 


“Then instead of chorus girls 
there tripped out, hippity hop, all 
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the hardware men I knew—one by 
one—and each recited all the fool- 
ish, unwise statements he had made 
during 1931. Little trivial remarks 
that lose money and drive customers 
away.” 

Butler colored up. “Well, wh-what 
did I say?” he stammered. 

“I wouldn’t hurt your feelings,” 
the Old Veteran’s eyes twinkled, “so 
I'll just write down what they all 
said. You pick your own.” 

And here is what the Old Veteran 
wrote. 

1. “Your credit is good, Mister. 
You have such an honest face.” 

2. “This line isn’t selling now, so 
let’s chuck it back in the stock room. 
It will be as good as gold some 
time.” 

3. “Sure, I'll indorse your note.” 

4. “Me keep stock books? Say, 
I know what’s selling and what 
isn’t!” 

5. “Sorry to let you out, Sam, 
but I know where I can get a cheaper 
clerk.” 

6. “Why should I read the Harp- 
WARE AcE? Nobody can tell me how 
to run my business.” 

7. “Just watch me force my com- 
petitor out of business.” 

8. “I guess this shipment probably 
checks with the invoice. I’m too 
busy to count everything right now.” 

9. “My insurance can wait a few 
days.” 

10. “I don’t need to be strict 
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about my cash drawer. My clerks 
are all honest.” 

11. “This trim has been in the 
window only two weeks. Let’s leave 
it a while longer.” 

12. “If I lowered my prices a lit- 
tle I would double my business and 
make a lot of money.” 

13. “I know I’m making a profit 
even if my figures say I’m _ not. 
They’re wrong somewhere.” 

14. “My customers belong to me.” 

15. “What good did the Chamber 
of Commerce ever do me?” 

16. “I never knock my competi- 
tors but—sh—So and So would steal 
your crutches.” 

17. “Well, if folks feel like leav- 
ing home and buying in the big city, 
I can’t stop ’em.” 

18. “T’ll give longer credit terms 
than anyone else will.” 

19. “Ship me two dozen of this 
and three—no, four—dozen of that. 
I’m too busy to write out an order.” 

20. “I guess I’ll stop advertising 
a while.” 

21. “Budget? That’s for weak- 
minded storekeepers. I got brains.” 
22. “I never take a vacation.” 

23. “I buy from a lot of different 
wholesalers so as not to have any 
big bills.” 

24. “Yes, sir, I always take an ad 
in every lodge program, yes, sir!” 

25. “Why should I charge my 
hardware business with any rent? I 
own the building, don’t 1?” 

26. “Hello. ... Oh, hello, Tom 


. No, no golf today, we’re too 
busy . . . yeah, I know, but we’re 
too busy . . 


. Oh, you say he has 
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. Okay, [ll be right out, ten min- 
utes .. . So long.” 

27. “Let’s put everything we’ve 
got in one window.” 

28. “My wife says my store is 
dirty and unattractive. Say, what 
does she know about business?” 

29. “Hiring an auditor to check 
my accounts is a 
waste of money.” 

30. “I never 
spend more than 
five minutes getting 
up an ad.” 

31. “My windows 
look dim at night. 
But there’s no use 
wasting any more 
light on them be- 
cause I notice no- 
body looks at them 
anyway. 

32. “Why should 
I charge myself for 
the merchandise I 
take for my own 
use? It’s mine, any- 
way. I hate red 
tape.” 

33. “The city di- 
rectory is a dandy 
mailing list.” 

34. “There’s no 
use speaking to cus- 
tomers when they 
come in when. we’re 
busy. If they want 
anything they’11 
wait. If not — let 
em go.” 

35. “I can’t waste 
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my time teaching clerks how to sell 
hardware.” 

36. “The Credit Association is 
entirely too suspicious about peo- 
ple’s honesty.” 

37. “Keeping a list of customers 
is more trouble than it’s worth.” 

38. “I'll wait on you first, sir. 

(Continued on page 54) 





Bob Butler 
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Mlarvin’s 


Store Mieetings 


Third of a series of 
articles, in narrative 
form, by the Editor 
of Hardware Age... 


by LLEW S. SOULE 


ike week following the pre- 
liminary store meeting at the 
Marvin hardware store was a 
busy one for Charlie Hanson. While 
business in general was slow, there 
was plenty of routine work to do. 
especially as the energetic Bill Hig- 
gins was home for several days with 
a damaged ankle, where a heavy 
piece of pipe rolled from one of the 
trucks and side-swiped him. 

Charlie’s spare time was prac- 
tically ‘all taken up in working out 
a plan for the first regular store 
meeting. He felt his responsibility 
in the matter, and decided that the 
meeting he was in charge of should 
be both interesting and worth while. 
One of his first moves was to get 
in touch with the salesman for the 
washer line carried by the store. 
This was in accord with the sugges- 
tion of Bill Higgins at the initial 
meeting; Bill being prompted by a 
lost sale he couldn’t seem to account 
for. 


Help‘from Outside 


Fortunately Mr. Waldman, the 
salesman referred to, planned to be 
in the Marvin store territory during 
the week of the meeting. He will- 
ingly arranged to be present and to 
explain in detail the sales points of 
the washer. We can’t have a sup- 


per every time we meet, Charlie 
reasoned, so after a talk with Mr. 
Marvin it was decided to have the 
meeting start promptly at 7.30 and 
at its close to serve sandwiches, fruit 
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and coffee to those present. It was 
also decided to open with a few in- 
troductory remarks by Charlie Han- 
son to be followed by Mr. Waldman’s 
washer demonstration. Then would 
come a general discussion, followed 
by the regular business. 

On the afternoon prior to the 
meeting, Charlie and Mr. Waldman 
went into a huddle as to how the 
demonstration should be handled. 
“One thing is sure” Charlie said, 
“we want an actual demonstration 
of the washer and the points which 
should be used in a sales talk. 
There’s a small individual platform 
mounted on casters that we used for 
selling stoves last winter. It’s in the 
warehouse now. We can bring it 
into use for the demonstration, and 
it will allow you to turn the washer 
as you please while making the 
talk.” “That’s a good idea” said 
Mr. Williams, and so it was all ar- 
ranged when the store closed at the 
regular time Friday evening. 


Getting Down: to Business 


Promptly at 7.30 the store group 
was back at the improvised meeting 
place in the rear of the salesroom. 
This time there were four chairs 
behind the official table. Mr. Mar- 
vin as permanent chairman, placed 
Charlie Hanson in the center with 
himself at the left and Mr. Wald- 
man at the right. Secretary Bill 
Higgins, pencil in hand, occupied a 
chair slightly away from the leaders 
and near the end of the table. 

“Come to order boys,” said Mr. 
Marvin pleasantly. “The meeting is 
now open. Mr. Charles Hanson is 
in charge, and I take pleasure in 
turning the meeting over to him.” 

Charlie rose rather diffidently. 
“Fellows” he said. “I’ve thought 








things over a lot this past week, and 
I’ve come to the conclusion that our 
biggest trouble is in selling. The 
store can’t make any money to buy 
goods and pay salaries unless we do 
a better job of selling. That’s the 
reason I’ve asked Mr. Waldman to 


be here tonight. We can all sell 
straight hardware, but our best 
profits, as Mr. Marvin says, are in 
such lines as the washer Mr. Wald- 
man sélls. I take pleasure in intro- 
ducing our friend John A. Waldman 
who will tell us in a practical way 
the things we should know about 
this particular washing machine.” 


The Salesman Speaks 


Mr. Waldman rose to his feet as 
the boys welcomed him with a vigor- 
ous clapping of hands. “Friends” 
he said, “I’m not going to bore you 
with any preliminaries. You are 
here to get information on this 
washer, and I shall try to give it to 
you quickly and concisely.” Step- 
ing over to the revolving platform 
he continued: “From years of manu- 
facturing experience, this washer 
has been developed to incorporate 
several new and important features. 
It has a new type of agitator which 
forces the clothes from bottom to top 
and back with a continuous cleans- 
ing motion. Meanwhile the water 
and suds are repeatedly forced 
through the fabric taking out the 
most stubborn kinds of dirt. It is 
easy to-clean and to operate, and 
the general design of the washer is 
very attractive. This is the way it 
operates” he added as he began an 
actual and thorough demonstration 
and talk on the machine, fully ex- 
plaining each operation and feature 
as he proceeded. He described the 
tub and the material from which it 
was made; the agitator with its 
newly developed features; the frame 
and the removable wringer with its 
safety devices. He explained the 
general mechanism, and even went 
into details regarding the motor. 
When he had finished, he said, “Now 
if there are any questions I’ll do my 
best to answer them.” 

For a moment no one spoke, then 
Bill Higgins coughed nervously and 
said: “Mr. Waldman, you've told us 
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Sit in on these weekly meetings at the 
Marvin Hardware Store. You'll find them 
discussing questions you’ve asked yourself. 


a lot of things about the washer 
that I didn’t know, but I had studied 
the booklet and knew quite a little 
about how it is made. Just a couple 
of weeks ago I tried to sell one to 
Mrs. Jackson. I really thought I 
was giving her a pretty good de- 
scription, but Gee she was all 
through before I really got started. 
She got away at the first opportunity. 
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How do you account for that?” 

“Well,” said Mr. Waldman, “I’ve 
merely been giving you ammunition 
for selling this machine—not a real 
selling talk. You probably talked 
machine too much. I would have 
started out by saying: “I see you 
are interested in our washer, Mrs. 
Jackson. With that nice large 
family of yours, it would cut down 


your heavy work tremendously and 
give you much more time to devote 
to those growing youngsters.” An 
introduction like that would attract 
her attention and arouse her inter- 
est. Then you could lead her to 
view the machine, not as a compli- 
cated mass of metal, but as a time 
and labor saving device built to 
serve her special needs. You know 
it’s human nature for a woman to be 
more interested in her own problems 
than in yours. She is more concerned 
about the use, saving and pleasures 
to be derived from the washer than 
in its actual mechanical features 
and the material it is made of. 


Selling a Washer 


“Shouldn’t I tell her how it is 
made?” Bill interrupted. “Cer- 
tainly” Mr. Waldman replied, “but 
only to back up your main story. 
The materials and operation are in- 
cidentals to the things the washer 
will do for her. You were talking 
your side of the matter; not hers. 
You must sell the customer service, 
utility, beauty and pride of posses- 
sion. The washer is the means to 
the end.” “I guess you're right” 
said Bill. “I see the point now.” 

And so for nearly an hour Mr. 
Waldman answered questions about 
washers and washer salesmanship. 
It was nearly 10 o'clock before 
Charlie stepped into a lull and said. 
“Thank you, Mr. Waldman. We 
certainly appreciate your help. As 
it’s getting rather late I think we 
had better arrange for the next meet- 
ing and adjourn this one.” Mr. 
Marvin concutred and Van Davis 
was duly appointed to handle the 
meeting one week later. 

As they ate their sandwiches and 
drank the coffee, brought in from 
the neighboring restaurant, Charlie 
Hanson heaved a sigh of relief and 
satisfaction. It worked, he said, 
jubilantly. “Do you think you can 
sell that washer now, Bill?” 
he asked. “Can I?” replied Bill. 
“Just bring on your Mrs. Jacksons. 
If they get by me now I'll ask Mr. 
Marvin to call a special meeting.” 

(Continued next week) 
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Actual Photos of Seasonal Windows 


SEASONAL influences must be ming. This week’s selections of | how! The top photos of these 
among the first in window trim- actual windows have it—and windows came from Canada. 
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They are from the Aikenhead 
Hardware Co., Toronto, Ontario. 
They carry a wide but well or- 
ganized range of hardware items 
suitable for gifts. The show 
card and price ticket work is of 


a high order. 
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The particularly artistic and 
sales provoking window of hunt- 
ing equipment comes from Bab- 
cock, Hinds & Underwood, Bing- 
hamton, N. Y. Here is a win- 
dow display that may well be 
studied by other hardware re- 


tailers. It offers many suggestions. 

The tool window at the foot of 
page 29 is by Kelley-Duluth Co., 
Duluth, Minn. This is a line of 
machine tools that should be fea- 
tured among the gift items dur: 
ing the holidays. 








HE'S THE ONLY ONE 
WHO WONT APPRECIATE 














OLIDAYS are here again! 
H Here are two windows 
designed to appeal to the 
shopper at this season. From 
now until Christmas cutlery will 
be a strong item, in fact the en- 
tire winter season may be made 
a profitable cutlery selling time. 
Adequate attention in window 
and store displays will be about 
your most dependable source of 
stimulation for this department, 
and some thought should be 
given to what we will call organi- 
zation in window displays. That 
is we should not depend upon a 
mere pile of cutlery of all kinds 
and description. The window 
suggestion offered here, for in- 


stance, carries the thought of the’ 


holiday dinner and its needs. It 
is a direct selling thought; a shot 
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GOOD 
UTLERY, 


Christmas Suggestions 


directed specifically at the pros- 
pect. 
Elsewhere in this issue we pre- 


HOW TO DRAW 
THE POSTERS 


Decide how many 
times you wish to 
enlarge these pic- 
tures, then divide 
the space of your 
large sheet into 
the same number 
of squares and 
proceed to map 
out your design 
as per the copy. 
The indexing 
along the side 
and top are to 
assist in locating 
your starting 
points as you 
work, 











sent a cutlery store display sug- 
gestion in the form of a shadow 
box, which operates by the use 
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SELECT 
ONE OF THESE 


TOOL 
CHESTS 


AReal Useful 
GIFT for 
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i\for Cutlery and Tools 


of an oscillating fan. Such a 
display will tie in nicely with 
the window suggestion here given. 
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For the window we reproduce 
a chart from which the display 
man may easily and accurately 
sketch the central poster. A 
chart is also given for the pro- 
duction of a poster for our tool 
window. 


A Christmas Tool 
Window 


This window is self explan- 
tory, being an appeal to the 
family to buy tools and work- 
shop equipment for some of the 
men folks of the family. In the 
matter of color for the central 
poster, we suggest, dark green 
for the dark parts which throw 
the faces into relief. The let- 
tering may be red, giving a 
Christmas color scheme. The 
tinsel or colored decorative mate- 


rial will add the finishing touch 
to this holiday window. Sprigs 
of evergreen would add a fur- 
ther pleasing touch to this win- 
dow. 

In the case of the cutlery win- 
dow the central poster may be 
placed either on the glass or at 
the back of the window. If the 
glass position is chosen be sure 
that your colors are applied 
evenly and solidly, so that the 
light shining through will not 
give a streaky effect. 

The circular sign in the tool 
window may be suspended in the 
center of the window space, sup- 
ported by the decoration tinsel. 

In both instances be sure to in- 
clude plenty of uniformly de- 
signed price tickets. 















They Make 


Christmas 


A camera and notebook 
story of the holiday sell- 
ing campaign of The | 
Stambaugh - Thompson | 
Co., Youngstown, Ohio | 
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At night the store front 
look like a Christmas tree 
with its colored lights. * Dur- 
ing the day it attracts with its 
red and green holly and ever- 
green trim. 






































The company’s ten trucks 
trave] an average of 40 miles 
daily and always bear an ad- 
vertising message. During the 
holiday season these ads fea- 
ture gift items or suggest the | 
store as gift headquarters. The | 
message is changed every | 
week. The entire first floor of | 
the store is decorated with a 
complete Christmas dress. 
Each year a special appropri- 
ate motif is used throughout 
the store, on price cards, and 
all advertising. The 1930 
motif, of horse drawn coach, 
can be seen in some of these 
photos. Windows are trimmed 
with particular care, holiday 
colors are used, extra lights 
are put in and displays are 
changed at least once and 
often twice a week, with toys 
dominating most of the dis- 
play avd advertising effort. 
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Unusual touches of decoration, plus 
a few new and unusual lines, make a 
great impression on the customers and 
help the sales of regular lines. Must 
offer variety and values. 




















Try to be more courteous during the holidays. 
The customers’ nerves are just as overworked as 
the dealers’. Try to show more genuine interest 
in the customers’ problems and they will buy 
more. 

















Start your Christmas holiday 
activity immediately after 
Thanksgiving. An earlier start 
is unprofitable. Don’t expect 
too much from your official 
Christmas opening or distri- 
bution of “first day souve- 
nirs.” Stambaugh-Thompson 
find their crowds a week later, 
are one-third smaller but buy 
twice as much. Consider open- 
ing days and souvenirs as ad- 
vertising stunts giving you a 
start for «the holiday trade. 
Have not only as wide a range 
és of suitable gift merchandise 
" as possible: but also a wide 
enough price range to .care 
for the needs and wants of all 
pocketbooks. 
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Uncle John Says: 


Christmas is the time to be 
happy and make others happy. 
Even if you spend only half as 
much for gifts as you did other 
years, you don’t need to miss 
anyone on your Christmas list 
if you shop at (store name). 
Prices are at rock bottom and 
the things are elegant—just the 
kind of useful gifts your friends 
will appreciate this year. 


(List Items 
With Prices) 


YOUR STORE NAME 

















Av Old Fashioned Christmas 
With Old Time Prices 


What a surprise thrifty shop- 
pers are going to get when they 
visit (store name)! Perfectly 
lovely things at old time prices. 
You'll find here useful gifts to 
brighten homes and bring 
Christmas cheer throughout the 
year. 


(List Items 
With Prices) 


YOUR STORE NAME 


ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest 
illustrations. Copy is always supplied in so far as it is practical for 
use by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, in- 
closing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 
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Handsome “ay (3 Practical 
This year (store name) is The Gift Store, for we’ve planned for 


SS3 
months to-furnish our customers with practical gifts of the kind 
that will be most popular this year, at prices they can afford. No 
need to cut your Christmas list if you shop here. 


(List Items With Prices) 


SPECIAL GLASSWARE 


0- each 
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A special buy enables us to offer you this 
sparkling glassware at a price that most dea- 
lers must pay wholesale. Beautiful clear glass 
in lovely patterns that any hostess will be proud 
to show her friends. Complete sets make ele- 
SS4 gant gifts or it can be bought in separate pieces. 
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Play Up Your Winners WEEK 
In Your Christmas Ads 
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Toyland Is Open 


What joy for the children to visit our toyland, and the grownups 
too appear to have a good time. Every toy you can imagine to 


Sy 
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delight the boys and girls; dolls, games, electrical toys, ector SS7 

sets, wheel toys—and all priced so low that no child will have to be 

missed. Bring the kiddies today. If It’s How to Buy Gifts for 
Dolls Electrical Toys Wheel Toys Two for the Price of One, 


Pretty dolls, funny look- Every boy wants an elec- Toys that are built like 

ing dolls, dolls ‘with silk tric a. or oon ne Se. They are We Can Solve Your Problem 

dresses, dolls with cotton le e’re specialists made w e@ same en- 

dresses. All made by one in this line of toys gineering skill and care- —_ a gifts Bane you 

of the leading doll manu- buying only from the best ful workmanship guaran- now wi é€ appreciated can 

facturers of the world and manufacturers so that we teed to give longer wear be found throughout our store 

all priced at about % less are sure to get the best and satisfaction. Look at —things of the finest quality 

than last year. for service and the best these prites. that are sure to give satisfac- 
for price, too. tion and priced about % what 


you are accustomed to pay. 


Come in today—you’ll find your 
Christmas money will go twice 
as far at (store name}. 


(List Toys (List Items 
With Prices) With Prices) 


YOUR STORE NAME 


(List Toys 
With Prices) 
(List Toys 
With Prices) 





Get your Christ- 





mas rim- 
mings and Light- 
tfits here. 





You’ll save money. 


YOUR STORE NAME 




























Give A Practical Gift 
From (STORE NAME) 


We're selling more Christmas Gifts 
this year than ever before—for Pt =e 
specialists in Practical things for the . 
home—and that’s what people really Thrifty Shoppers Are 
want. Our prices on Home furnishings Carrying Home Gifts From 
are right—the lowest we've ever seen 


for such fine quality things. SS6 (Store Name) 
They have found out that they 
can obtain the kind of good 
quality, useful presents that 
everyone wants this year at 
about % to % — jae pa 
i expected to pay for them. oin 
(List Items . the Happy crowd and make 


i i hri 0 
With Prices) a ristmas money g& 


(List Items 
With Prices) 


STORE NAME YOUR STORE NAME 











YOUR 
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so many times is located on 

the corner in small cities 
throughout the country is often 
a real problem in store planning. 
This is especially true since 
many of these stores to save sales 
expense have had to operate with 
a minimum of sales people. 

The store shown with this ar- 
ticle is not an imaginary store, 
but is a real store of this type. 
The owner has been puzzled for 
some time as to how he could 
increase his sales without a pro- 
portionate increase in operating 
cost. 

In days gone by a salcs force 
was maintained on the second 
floor which housed a complete 
house furnishings department, 
but as sales lagged it was found 
necessary to cut the force and 
now sales people are trying to 
handle both floors, they are 
working harder than ever but 
still their sales are not high 
enough to make a satisfactory 
showing. 


F hes large square store that 


The Plan 


Here is the plan we have sug- 
gested. 

First, make such a complete 
change in the main floor arrange- 
ment that customers will imme- 
diately see that something has 
been done. They may not know 
just what it is but change the 
arrangement around to such an 
extent that many of them will 
think that new lines have been 
added and others will ask if you 
are putting on a sale. Make the 
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Arranging 


Another articie under 
the series head: Plan- 
ning a Hardware Store 
for Profit, by John H. 
Ganzer, who writes 
for the first issue of 
each month. . . . 


uld store just look so different 
that even the old timers won't 
know the place. 

In the new arrangement look 
at only one thing. Look at the 
profit side of the merchandise 
when you are placing depart- 
ments in the new arrangement. 
Give those items the most space 
that pay you the most profit. 
Make them earn their way or 
give the space to merchandise 
that will. 

The Entrance 


The entrance on the corner 
marked “A” on the plan is the 
entrance most used, but the en- 
trance marked “B” is also quite 
popular with the customers so in 
this store it is not practical to 
try to ignore either of them. It 
was found, however, that a larger 
portion of the people entering 
the corner entrancé were women 
and the entrance marked “B” 
seemed to draw a larger percen- 
tage of men. That is the reason 
we located the sporting and 
athletic department between the 
two entrances and use the bal- 
ance of the space near the 
corner entrance for the display 
of profitable lines that would ap- 
peal to women. 

By condensing the smaller 
wares on display tables and utiliz- 











The Large Square Store 


ing every inch of available dis- 
play space it was possible to 
bring down from the second floor 
a large part of the bulkier and 
more profitable housewares. 
These were placed just to the 
rear of the display counters 
where they would not obstruct 
the view of the store and where 
sales people could sell them while 
at the same time looking after 
trade on smaller merchandise 


displayed on the display 
counters. 
The space in that corner 


marked “C” on the plan is the 
most difficult to use to advantage, 
so we worked a gift department 
across the front part of the store 
with a good display of colored 
glassware ‘and bright gift mer- 
chandise that would attract the 
women. Across the rear wall we 
worked in the demand merchan- 
dise such_as bolts, screws, cabinet 
hardware and similar lines. In 
other words the store is arranged 
to get as many people as possible 
to cross the entire store so that 
they will surely come in contact 
with the maximum amourt of 
merchandise and have every op- 
portunity to buy. 

Bringing the large merchan- 
dise down to the main floor not 
only increased sales to a large 
extent but the increase in sales 
was on these larger articles which 
showed a good margin and built 
sales fast. 

In one store of this same type 
we found that sales of ornamen- 
tal gas heaters were increased to 
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five times the former volume 
simply by bringing them from 
the second floor to the main floor 
of the store. 

One thing to notice particular- 
ly in this store plan is the loca- 
tion of the two large pillars on 
the main floor. By locating them 
behind the display counters they 
are out of the selling aisles leav- 
ing the selling aisles clear for 
customers. 

Retail selling today as never 
before is also a matter of getting 
people to come into your store 
and feel free to circulate around 
and examine the merchandise 
offered for sale. They like to be 
given every opportunity to buy 
without having a_ salesperson 
standing at their elbow urging 
them. 

When this method of merchan- 
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dising is followed it is excep- 
tionally important that all mer- 
chandise be priced in plain bold 
figures on large printed price 
cards. Little ones will not do 
the trick. Salespeople should of 
course be nearby so that when 
the customer is ready, merchan- 
dise can be quickly wrapped or 
additional information given the 
customer if wanted. 

When large merchandise and 
small merchandise are combined 
on the main floor, the same sales- 
people can be used for selling 
both the small impulse merchan- 
dise and the larger merchandise 
that requires sales help to com- 
plete the sale. 

In all merchandising and in 
any class of business the sales- 
person is an important factor in 
the sale. The salesperson can 
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show by his or her manner a 
friendly feeling for the customer. 
This matter of showing a friendly 
feeling for the customer is some- 
thing that can be and should be 
cultivated by everyone in the 
store. It is an art the aggressive 
forward looking salesperson will 
want to accomplish and every 
store owner will insist upon it. 

With the coming of the new 
year only a few weeks away quite 
a few merchants are planning on 
store changes to be made after 
the holidays. Some of them won- 
der how they are going to make 
these changes without disrupting 
business and with a minimum of 
confusion, so in the next article 
to appear in HarpWARE AGE we 
are going to show how store ar- 
rangement changes can be easily 
and quickly made. 
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How Can We Put the College Spirit 
Into Business? 


By SAUNDERS NORVELL 


ELL, here comes Thanks- 
giving again, with foot- 
ball, college reunions, col- 


lege boys and girls. 

Never having attended college, 
not having enjoyed the privileges of 
a college education, there is one 
thing about colleges I have observed 
from the outside that I have never 
understood, and it is a question to 
which I would like a satisfactory 
answer. Just what is “college spirit”? 
How is it developed? And what 
makes it last “until death do us 
part’? And really after death, be- 
cause the dead hand by wills and 
bequests still is a potent factor in the 
life of colleges. 

Writing as one beyond the pale, we 
can only comment from our observa- 
tions of what appears to us curious 
college phenomena. At this time of 
the year elderly fathers drop in to 
see us and explain they have come 
great distances to meet their college 
sons and to attend football games 
and frat reunions. These old boys 
are just full of this college germ. 
What is it? Where is it? By what 
formula can we separate and study 
it? It is a proverbial fact that 
fathers get along best with daugh- 
ters, while mothers get along best 
with sons, but when it comes to this 
college spirit, then the old man and 
the boy, notwithstanding their an- 
cient differences, join hands, bury the 
hatchet and celebrate together. Again 
I ask you—what is it? 

* * *% 

At Thanksgiving, many expense 
accounts that have been in dispute 
between fathers and sons are squared 
up by the process of ruling double 
lines, and a fresh start is taken. It 
is a time of thanks giving—at least 
for the undergraduate. 

It has been my fortune to have 
been associated with many college 
men, both old and young. Some of 
these college graduates have achieved 
great financial success. When they 
have died, they have left chapels, 
libraries, laboratories, gymnasiums, 
and oodles of money with and with- 
out restrictions to their Alma Mater. 
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One of my old friends has just 
passed away, and has left his estate 
in trust to his widow. Upon her 
death, the entire estate goes to the 
university where in his early youth, 
half a century ago, he spent three 
years. This university, next to his 
wife, was first in his heart. Again I 
say—What is this spirit? How is it 
developed? How can it be kept alive 
for fifty years? 
* * # 

In meditating upon this interest- 
ing subject, it occurs to me that | 
have never in my experience heard 
a college man speak in an ill-na- 
tured or disrespectful manner of 
any of his college professors. When 
a number of men who were in a cer- 
tain class in a certain college meet, 
they may laughingly chat about one 
of the old “dons” but I have never 
heard anything said that was ill-na- 
tured or bitter. This same statement 
could not be made about business 
houses, about department managers, 
sales managers, etc. In business, a 
man will spend years with a certain 
concern and then change to another, 
and spend more years there, with 
hardly a ruffle in his mental exis- 
tence. But when a man has gone to a 
college for a few years, after that, 
in a sense he seems married to the 


‘institution. When you first meet him, 


certainly within the first thirty 
minutes he will let, something drop 
about the college he attended. It al- 
most never fails. There certainly is 


_a germ here that we should sepa- 


rate, capture, and inoculate into the 
business body. 

My university has been the uni- 
versity of business. Sometimes I have 
called it the “University of Hard 
Knocks.” That is all the university 
I have known, and I must confess 
here that I sense something, that col- 
leges, and universities haye, that I 
have missed in business. If I were 
not so old and so busy I think I 
would go to college and try to find 
out just what this germ is. 

Imagine business men with the 
college spirit! Imagine our leaving 
our money to the-business.in whigh 
we have been engaged! That is some- 
thing that seldom happens. Every 


day we see huge sums willed to 
colleges, but seldom do we see any- 
thing willed to a business. 

I am absolutely serious when | 
say that in not having captured this 
germ business itself is at fault. Busi- 
ness men are missing a great oppor- 
tunity. 

Now let us turn our observations 
to girls’ colleges. We have had some 
opportunities for observation in this 
direction. Are the dear girls as loyal 
to their colleges as the men? I think 
not. I have heard some of the sweet 
young undergraduates “roast the tar” 
out of their teachers. I have heard the 
teachers unmercifully flayed. It was 
evident that these teachers were not 
liked. In some cases they were de- 
spised and hated. I have been actu- 
ally shocked at some of the language 
I have heard. 

Of-—course, on certain occasions, 
the girl graduates, now married and 
important, return to meetings of their 
colleges. But it has been my obser- 
vation that as the years pass, the at- 
tendance of the former graduates 
falls off. While the male graduate 
becomes more and more impregnated 
with the serum of his college spirit, 
it seems to me the serum in the fe- 
male graduate grows weaker and 
weaker. I have even heard married 
girl graduates recommend colleges 
that they themselves have not at- 
tended, te their friends. Such heresy 
has never been known in the case of 
any male graduate. 

* * # 

In studying this difference between 
the male and female of the species 
in their relation to their colleges, 
the difference, while marked, seems 
to be logical. The woman has chil- 
dren. She becomes more and more 
interested in her children and their 
development and their lives, and less 
interested in colleges. The male of 
the species, however, as he grows 
older, I actually believe becomes less 
and less interested in the individual 
evolution of his own family, and 
more and more interested in the evo- 
lution of the race as a whole, as 
represented in college life. In other 
words, the mother, as time passes, is 

(Continued on page 56) 
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He Lets Mechanies Plan the 
TOOL BUYING 


by CHARLES E. TUNNELL 


vig E sell the tools we 
have and buy only the 
tools we sell,” says 


J. A. Keown. He elaborates: 
“To be more specific, we are able 
to do a large volume of small 
tool business with a small stock 
of tools because we have every- 
thing that sells to various classes 
of artisans, but carry no num- 
bers that do not sell.” 

Mr. Keown is manager of the 
Silverberg Hardware, 3700 
Washington Avenue, Houston, 
Tex. This store is located about 
a mile from the downtown busi- 
ness district, at a junction of two 
very heavy traffic arteries. Much 
of the residential section sur- 
rounding the store is occupied 
by the middle classes,- that of 


skilled craftsmen, carpenters, 
brick masons, painters, automo- 
tive mechanics and other arti- 
sans. For this reason Mr. Keown 
has gone out to build up a vol- 
ume business in the small-tool 
line and has accomplished that 
very thing. 

“The main essential in build- 
ing and holding small-tool busi- 
ness,” said Mr. Keown, “is to 
have the brands and numbers of 
tools mechanics want when they 
have been brought into the store. 
But, of course, to show a good 
profit, the dealer must be able to 
hold his inventory down by, not 
slowing up his turn-over with 
lines which do not move. 

“We let the mechanics do 
much of our buying and select- 
ing. In other words, we ask the 
men who use tools just what 


ones they use and why they pre- 
fer these to other kinds. As an 
example, we do a good business 
in brick mason’s tools. When we 
got ready to stock them, we be- 
gan making inquiries. When a 
man would come in for a chalk 
line, we made it a point to ask 
him what trade he followed. If 
a brick mason was in the store 
and had a few leisure minutes, 
we would ask him if he would 
help us serve him and his asso- 
ciates by running through the 
catalogs with us to check the 
tools he favors. 

“These men would turn 
through the catalog pages, check- 
ing this item and that, making 
comments here and there as to 
why they liked one tool and did 
not like another. After consult- 
ing numbers of these men, we 


A simple but effective holiday tool window used by the Nicholas Hardware Co., Oak Park, III. 
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compiled the results. When we 
found eight out of ten checking 
a certain item, we would order 
several for stock; if only one 
man checked an article, we 
would not order it unless we be- 
gan getting calls. 

“What we did in determining 
what brick masons’ tools to buy 
is representative of how we have 
built up our tool stock for car- 
penters, electricians, plasterers, 
paper hangers, painters, auto- 
motive mechanics, floor scraping 
contractors and other mechanics. 
When we wish to add a line of 
tools, we have the men who use 
them assist us in the selection, 
and we never go wrong. 

“We carry only nationally ad- 
vertised tools for the artisan 
trade. We believe that no other 
line of merchandise profits more 
from advertising than that of 
hand tools, etc. Chain stores and 
others have made some merchan- 
dise so competitive that we can- 
not sell these items at a profit in 
our store; but we have no com- 
petition from inferior tools. 
Skilled workmen know what 
they want.and will accept no 
substitute. 

“For example, the electrician 
will call for the brand of hack- 
saw blades and auger bits that 
he prefers. They buy such items 
weekly after once having ac- 
quired their complete set of 
tools. We make it a point to 
keep similar items that have a 
weekly replacement demand, for, 
by keeping our patrons coming 
to the store at weekly intervals, 
we sell them everything they 
need in our line. Carpenters buy 
nail sets, saw files and rules every 
few weeks. Brick masons buy 
scrub brushes, chalk lines and 
various items. We know exactly 
the kind they want; we keep 
closely informed, so when they 
need new tools for replacement 
we sell those, too. 
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“Scrub brushes is one line 
that many hardware merchants 
overlook. We sell hundreds of 
these brushes annually and sel- 
dom sell one to be used for 
household purposes. We sell 
them to brick and stone masons 
and to other mechanics to use in 
scrubbing down walls, buildings, 
stone, etc. We keep an entire 
display table near the tool de- 
partment filled with scrub brush- 
es. One local firm recently re- 
ceived a carload of stone. We 
let them know we had scrub 
brushes, and the firm bought a 
dozen to start with. Before they 
were through they had purchased 
eight dozen scrub brushes and 
six dozen steel brushes. As the 
brushes are used with acids they 
do not last long, and letting me- 
chanics know we carry them 
keeps them coming into the store 
every few days. Every visit is 
a profitable one for us. 


Fleor Serapers 


“When all are working we 
have seventeen customers that do 
nothing but scrape floors. We 
sell them their tools; then, for 
replacement, we sell them each 
a scraper bottom, a blade and a 
ten-inch file weekly. This sale 
amounts to $1.30 a week from 
each customer, and, naturally, 
we sell them what other tools and 
hardware they need from time 
to time. We know just what they 
want, because we ask the men 
themselves what kind of files 
they use, and the kinds of 
scraper blades and _ bottoms 
wanted. We have sold as many 
as eight of these scraper bottoms 
in one day at fifty cents each. 

“One can never tell just where 
business is to be had. I had 
never thought much of selling 
pole climbers. I began to notice 
big trucks passing carrying 
crews of linemen for telephone, 
electric high-line and similar 
line projects. I found out what 


climbers they use and sold forty- 
three sets of pole climbers in a 
short time. In less than a year 
following we sold thirty more 
sets. This business was started 
by approaching one of the trucks 
that was stopped and handing 
the men in it four circulars—all 
that were then available. The 
men read them on the way to the 
job and passed them around. 
We obtained response the very 
next day from men who had not 
previously known that we stocked 
pole climbers. 


Construction Crews 


“These construction crews 
lounge about at the noon hour. 
When I see such a crew I stop 
and give them some circulars 
I keep in the car; tell them that 
we carry pole climbers, elec- 
trician’s tools, etc., and invite 
them to pay us a call. These con- 
tacts are short and to the point, 
never high-pressure or boresome. 
We find the men usually drop 
around within a few days, prob- 
ably for the first time they have 
ever visited our store. 

“It is just this policy of giv- 
ing mechanics what they want 
that has built up our business 
instead of trying to sell them 
‘something just as good for less 
money.’ We try to make our 
store headquarters for mechan- 
ics and carry items for their con- 
venience. For instance, we carry 
two grades of overalls in a full 
range of sizes. One grade sells 
for one dollar per pair, while 
the other grade is more expen- 
sive. We have sold as high as 
sixty pairs of the dollar grade in 
one month in addition to a good 
quantity of the quality line. 
These overalls are a matter of 
service as well as profit. 

“We find that mechanics come 
by the store on Saturday after- 
noon to buy ‘tools, replacement 
parts, etc. 
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wholesalers are going to scrutinize more care- 

fully than ever before the policies of those who 
make the goods which they sell. They are going to 
demand policies which place them on an equal foot- 
ing with all other distributors of similar merchan- 
dise. Far-sighted manufacturers already see the 
handwriting on the wall; those who do not are either 
shortsighted or blind. 

In fact it seems more evident every day that indi- 
vidual manufacturers must eventually choose one 
channel of distribution and adhere to that channel, 
shaping their prices and policies to fit. It is not a 
mere matter of business ethics; it is one of sound 
business judgment. Both the chains and the inde- 
pendents are here and firmly established; both will 
probably remain permanently in the field of distri- 
bution. Each is fitted to perform a.certain merchan- 
dising service and each will survive; yet in their 
competitive struggle to win consumer approval en- 
tirely opposite methods are used. These methods 
are now integral parts of the two systems, and as the 
lines become more tightly drawn, it becomes less 
and less possible for the manufacturer to make his 
goods and his policies: conform to both systems. 

The chain system is based upon mass distribution 
of quick turning items at a price. Therefore if a 
manufacturer’s product is wholly in that class, the 
chain may be the logical channel for him. At the 
same time, if his business has been built up and his 
product popularized through the other channel, he 
should be sure of his ground before making a 
change. If for logical reasons he does change he 
should play fair with his former distributors. He 
should either take back his goods from the inde- 
pendents at their cost and turn them over wholly to 
the chains, or he should make his prices such that 
the goods will reach the consumer at the same price 
through both channels. Since the chain policy is 
one of price, the latter alternative is a difficult one. 
One thing, however, seems certain, no manufacturer 
can permanently sell through both channels and give 
one channel a price preference. 

This is particularly true with regard to the manu- 
facturer who makes a fairly complete line of goods. 
Unless the whole structure of distribution is changed, 
he must depend upon the independents to sell his 
quality items, and thdse which require service. He 
cannot expect full cooperation from the chains. 


r the business era just ahead, retailers and 
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Knowing their methods and policies he has no right 
to expect it. The chains would naturally handle 
only his quick turning items, and those only on a 
lower price level. His logical channel therefore is 
the so-called independent one. 


Ethics and judgment are both concerned in some 
of the questions concerning the manufacturer of the 
type referred to. Should he attempt to distribute 
his quality items through the jobber and retailer, 
giving to the chains the demand items of lower 
price range? Is it good judgment? We do not 
think so. The chains will not sell his slower moving 
quality items, and will only handle his quick turn- 
ing items so long as his prices are lower than those 
of his competitors. By cutting on those items, they 
will naturally demoralize his price structure. In 
any event he will be competing with himself. Such 
a manufacturer may temporarily increase his sales 
volume, but meanwhile distributors of his main 
lines will naturally be inclined to seek lines wherein 
there is no self-competition. 


Then there is the question as to the advisability 
of such a manufacturer turning out a part of his 
line under another brand, for the chains. Is that 
a good policy? Will not that manufacturer still 
find that he is to quite an extent competing with 
himself? Since the products would of necessity be 
similar to his regular line, the fact that he does 
make them would soon become known to his regu- 
lar distributors. The reaction would probably be 
more harmful than if he adopted a straight out-and- 
out policy of marketing his line openly through 
both channels. 

Be that as it may, the question of policy is a live 
one today. In both channels of distribution there 
is a growing pressure for clean-cut, definite policies. 
Every day it is becoming more difficult for the 
manufacturer to straddle the distribution fence. 
Procrastination and subterfuge will not meet the 
issue; they will only make the eventual solution of 
the problem harder and more expensive. The time 
is closely at hand when manufacturers will be as 
sharply aligned in regard to distribution as are the 
chain distributors and the so-called “independents.” 

Meanwhile those who think that they can long 
continue to play “both sides against the middle” 
are building their distribution house on shifting 


sands. ° 
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IDENTIFYING LABEL ADOPTED FOR APPROVED 
ELECTRIC CORD BY N.E.M.A. 


The Flexible Cord and Heater 
Cord Trade Extension Group of 
the National Electrical Manufac- 
turers Association, 420 Lexington 
Avenue, New York, N. Y., has 
announced the adoption of a new 
identifying label to be used by 
all manufacturers using or pro- 
ducing flexible electric cord 
which meets with the standards 
prescribed by the Underwriters 
Laboratories. 

The identifying labels are in 
the form of a flat band of zinc— 
tightly applied to cords at in- 
tervals of five feet, but easily re- 
movable by the purchaser of cord 
or of cord equipped lamps or ap- 
pliances and are furnished in 
colors to distinguish the types of 
cord, viz.: Identifying labels for 
flexible cords are bronze in color; 
1000 cycle heater cord is identi- 
fied by a greenish-blue label, and 
3000 cycle heater cords have a 
red identifying label. 

A reproduction of the new 
identifying label is shown in an 
accompanying illustration and as 
it is copyrighted and bears sym- 
bols denoting what manufacturer 
has produced the cord, to which 
it is affixed, it is believed that it 
will be an effective means for 
distinguishing approved cord. 
Previous attempts of manufac- 
turers to enable purchasers to 
recognize approved cord failed 
because the Underwriters Lab- 
oratories label only appeared on 
the ends of spools carrying long 
lengths. Manufacturers of elec- 
trical appliances, using short 
lengths of cord in assembling 
their products, can now recog- 
nize approved cord at sight. It 
is also said that some unscrup- 
ulous_ retailers, especially in 
cities where ordinances stipulate 
that only Underwriters approved 
material is legal for use, re- 
wound unapproved cord on 
spools which originally carried 
approved material and bore the 
Underwriters label. It is thought 
that the new label will prevent 
similar abuse of the approved 
standard. 

The need for such a program 
has been recognized for some 
time, as of the two and one-half 
billion feet of electric cord man- 





ufactured in 1930 less than 15 per 
cent complied with the safety 
standards prescribed in the in- 
terest of fire and accident pre- 
vention and good service. 
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ACTUAL SIZE 


It is alleged that unlabeled 
cord made in 1930 was largely 
responsible for 76 per cent of the 
New York losses, amounting to 
$579,000, caused by fires of 
known electrical origin. In ad- 
dition, it is said that many fatal 
accidents have resulted from the 
use of unsafe cord. 

From the inception of the pro- 


gram, which ‘has-new~wen the+~- 


approval of the industry through 
its association, representing 85 
per cent of the manufacturers in 
this field, it has had the enthu- 
siastic support of HARDWARE 
Ace. Articles bringing the situa- 
tion to the attention of the trade 
appeared in the following issues: 
Oct. 10, 1929, p. 84; Jan. 2, 1930, 
pp. 94, 95, 99 and 110, 

The desirability of insisting on 
cord bearing the new label will 
be stressed in a proposed adver- 
tising campaign. The extra cost 
of the approved cord in lengths 
usually employed for lamps and 
appliances varies from _ three- 
quarters of a cent to two cents 
per length, according to size and 
type. 

Many manufacturers are al- 
ready prepared to supply cord 
having the new identifying labels 
and in the meantime it is be- 
lieved that all distributing fac- 
tors may wish to clear their 
stocks of unapproved cord on 
hand so that subsequent publicity 
bearing upon the plan will bear 
fruit. 

A more comprehensive outline 
of the motives inspiring this 
move, its intent and purpose and 
the program which has been 
planned to acquaint consumers of 
the program will appear in next 
week’s HarpwareE Ace. A re- 
production of the new identify- 
ing label will also be shown in 





an accompanying illustration. 


NOLAND IS SALES MGR. 
FOR ALLEN MFG. CO. 


G. W. Noland has again joined 
Allen Mfg. -Co., Inc., Nashville, 
Tenn., as general sales manager. 
For twelve years he was asso- 


G. W. NOLAND 


ciated with the Allen company 
as general sales manager and sec- 
retary. About a year ago he re- 
signed to join Gray & Dudley 
Co. of the same city. Mr. Noland 
operates his own airplane, having 
a civil license, and sometimes 
uses it in making business trips. 


GLE-PICHER OPENS 
TEST SHOP FOR PAINTERS 


For master painters the Eagle- 
Picher Lead Co., Cincinnati, 
Ohio, has opened an experimental 
paint shop, under direction of 
James Stewart, Jr., consulting 
decorator, who has been with the 
company for many years. The 
formal opening occurred Nov. 17. 
The shop is for enabling and as- 
sisting painters to develop their 
ideas and for discussion of paint- 
ing problems. Meetings will be 
held at various times. 


LATROBE, CARPENTER 

MOVE PHILA. OFFICE 

The Philadelphia, Pa., branch 
of Latrobe Tool Co., Latrobe, Pa., 
and J. M. Carpenter Tap & Die 
Co., Pawtucket, R. I. has been 
moved to larger quarters at 32 


R. J. SCOTT ADDRESSES 
PHILADELPHIA DEALERS 


The Retail Hardware Associa- 
tion of Philadelphia, Pa., met 
Nov. 19 at the Y.M.C.A., with 
Robert J. Scott, Edw. K. Tryon 
Co., Philadelphia, as the chief 
speaker. Mr. Scott spoke on 
buying and merchandising of sea- 
sonable goods, citing the growth 
of the retail hardware business 
from the days of the iron mon- 
ger to the present day of the suc- 
cessful merchant, meeting chain 
store competition. He pointed 
out that sporting goods had been 
found a good line for the hard- 
ware dealer, both for seasonable 
and all year trade. Mr. Scott 
called attention to the fact. that 
boys as well as sportsmen are 
good customers for sporting goods. 
~ He recalled that golf lines 
alone ran into $50,000,000 per 
year. Fancy or high-priced goods 
had not gone over so well, he 
pointed out. 

Mr. Scott conducted the ques- 
tion box and gave his hearers 
many valuable pointers for in- 
creasing their sales based on the 
yearly plan which was subdivid- 
ed into seasonable merchandis- 
ing. 

Officers of the association will 
be elected at the next meeting. 


HARDWARE EXHIBIT AT 
BRITISH INDUSTRIES 
FAIR IN 1932 


A representative collection of 
hardware will be one of the 
features of the British Indus- 
tries Fair to be held at Castle 
Bromwich, Birmingham, En- 
gland, Feb. 22 to March 4, 1932. 
The hardware industry of Great 
Britain is chiefly in Birmingham 
and the Midlands. Exhibits will 
cover domestic and _ builders’ 
hardware, including untarnisha- 
ble fittings for the home, modern 
fireplaces and house equipment; 
dairy and refrigerator equipment; 
edge tools and agricultural im- 
plements; scales and balances; 
screws, nuts and bolts, hinges 
and pins and needles. 

Hollowware will be seen in all 
metals and forms adapted for 





N. Fifth St., Philadelphia, Pa. 
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modern household needs. 














GENERAL GRINDER CORP. 
_ CHANGES ITS NAME 


The General Grinder Corp., 
Milwaukee, Wis., has just an- 
nounced an amendment to its 
charter doubling its capitaliza- 
tion from $50,000 to $100,000. 
Along with this development the 
name of the company has been 
changed to General Hardware 
Corp., in order to better reflect 
the diversity of product and man- 
ufacture in which it is engaged. 
Additional lines are to be added 
in 1932. 

The General Grinder Corp. 
commenced activity a year ago. 
Officers of the company are: Van 
B. Hooper, president; C. G. 
Crabb, vice-president; Louis V. 
Shaw, secretary-treasurer, and A. 
R. Meyers, comptroller. 





H. B. SNYDER OPENS NEW 
STORE; WANTS CATALOGS 


H. B. Snyder has opened a 
store at 51 King Street, New 
York City. Mr. Snyder would 
like catalogs from wholesale dis- 
tributors and manufacturers, as 
well as price lists and discount 
sheets. Hardware, paints, elec- 
trical and plumbing supplies and 
allied lines are carried by the 
store. 


U. S. G. A. ADOPTS 
HEAVIER GOLF BALL 


Prescott S. Bush, secretary, 
United States Golf Association, 
announced decision of the ex- 
ecutive committee to adopt a 
new golf ball. The notice reads: 
“Effective for play Jan. 1, 1932, 
the size of the golf ball shall be 
not less than 1.68 inches in di- 
ameter and the weight shall not 
be greater than 1.62 ounces 
avoirdupois.” This means that 
the 1.55-168 ball, adopted a year 
ago and used during the current 
season, will no longer be used. 
The ball now used supplanted the 
1.62-1.68 ball officially used from 
1921 to 1931. 


KANSAS CITY HARDWARE 
CLUB DINES AND DANCES 


More than two hundred retail 
hardware dealers, salesmen and 
their wives gathered for the an- 
nual turkey dinner of the Kan- 
sas City Hardware Club at the 
Ambassador Hotel, Nov. 23. 
Dancing followed the dinner. 

Frank Spink, Bunting Hard- 
ware Co., president of the club, 
introduced Herbert J. Hodge, 
secretary, Western Retail Imple- 
ment & Hardware Association, 
who made a short address. Other 
guests introduced were T. N. 
Witten, Trenton, Mo., past presi- 
ident, Western Retail Implement 
& Hardware Association; J. D. 
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Reynolds, Carthage, Mo.; Mr. 
Covert, assistant to Mr. Hodge, 
and Mr. Hauser, president, Fair 
Merchandising League of Mis- 
souri. Mr. Hauser gave a brief 
talk on public utilities and their 
merchandising practices, Mr. 
Hodge and Mr. Reynolds told the 
retailers of plans for the asso- 
ciation convention to be held in 
Kansas City. 


ROGERS IS PRESIDENT, 
STREVELL-PATERSON CO. 


G. A. Rogers has been elected 
president and general manager of 
Strevell-Paterson Hardware Co., 
Salt Lake City, Utah, wholesale 
hardware distributors, succeeding 
F. W. Hornung, who resigned re- 
cently. At the recent directors’ 
meeting F. S. Walden was elected 
vice-president and secretary, and 





G. A. ROGERS 


E. O. Howard, president, Walker 
Bank & Trust Co., was elected 
treasurer. Mr. Rogers joined 
the Strevell-Paterson company in 
1900, having previously been with 
the old Utah Stove & Hardware 
Co. for four years and with the 
G. F. Eberhard Co., San Fran- 
cisco, Cal., for 144 years. 

When the Strevell - Paterson 
Hardware Co. sold its retail busi- 
ness in 1902, Mr. Rogers started 
representing his firm in northern 
Utah, souther Idaho and western 
Wyoming, now covered by four 
men for the same company. He 
covered that territory for 20 
years. In 1924 he became gen- 
eral sales manager and secretary. 
Mr. Rogers, who assisted dealers 
in making better displays, is 
said to have developed the panel 
door system of sampling hard- 
ware. Many hardware stores 
still use the systems he installed 
years ago. 

A new loose leaf catalog has 
just been finished and is now be- 
ing distributed to dealers 
throughout the territory. 














ELECTROMASTER NAMES 
TWO DISTRIBUTORS 


Gerald Hulett, sales promotion 
manager, Electromaster, Inc., 
1803 East Atwater Street, Detroit, 
Mich., announces the appoint- 
ment of two distributors to han- 
dle Electrochef exclusively in 
their respective territories, The 
distributors are Frankfurth 
Hardware Co., Milwaukee, Wis., 
and Haw Hardware Co., Ot- 
tumwa, Iowa. 

ISSUE BOOKLET ON 

“FARM PLANNING” 


Believing that a knowledge of 
farm planning can be used to 
distinct advantage by dealers in 
selling fence, the Keystone Steel 
& Wire Co., Peoria, Ill., has de- 
veloped a very comprehensive 
booklet on the subject. This 
booklet contains in addition to 
other information, successful 
plans used by good farmers in 
sixteen States. It offers the pro- 
gressive hardware merchant many 
suggestions which can be put to 
use in securing farm business, 
not alone in fence, but in numer- 
ous other lines. 

A careful study of its contents 
will enable a merchant to talk 
intelligently on many farm prob- 
lems, including the proper plan- 
ning of farms to increase farm 
revenue. The booklet may be 
obtained without obligation by 
writing the Keystone Steel & 
Wire Co. 





CHASE IS PRESIDENT, 
HOOVEN & ALLISON 


At a recent meeting of direc- 
tors of The Hooven & Allison Co., 
Xenia, Ohio, cordage manufactur- 
ers, Charles C. Chase, Cincinnati, 
Ohio, was elected as president of 
the company. He had been a di- 
rector of the company for several 
years and was formerly enggged 
in the cordage business at Cov- 
ington, Ky. 


KLINE & CO. HOSTS 
TO 70 RETAILERS 


Kline & Co., Williamsport, Pa., 
wholesale hardware distributors, 
were hosts Nov. 13 at a dinner 
meeting attended by seventy deal- 
ers from ten surrounding coun- 
ties. E. F. Voss, general sales 
manager, Voss Bros. Mfg. Co., 
Davenport, Iowa, talked on the 
washing machine made by his 
company. Office girls of the 
Kline organization and Neyhart 
Hardware Co. acted as hostesses 
for the meeting. 





B. A. CARD PURCHASES 

WASEM HDWE. STORE 

B. A. Card, Halliday, N. D., 
has purchased the Wasem hard- 
ware store from Maurice Wasem. 


GOLD MEDAL AWARDED 
TO MASTER LOCK CO. 


The Master Lock Co., Milwau- 
kee, Wis., was awarded a gold 
medal at the 
convention of 
the American 
Association of 
Master Lock- 
smiths, held 
Nov. 1-4, in Chi- 
cago, Ill. The 
award was for- 
mally presented 
to Harry E. 

H. E. sorer ref, treasurer, 

Master Lock Co., 
for his invention, the “Secret Ser- 
vice” padlock, recently introduced 
by his company. On the face of 
the award is the inscription “For 








an outstanding contribution to 
the lock industry.” George F. 
Libbey, sales director of the 
company, spoke of Mr. Soref’s 
accomplishments. 

Delegates and guests from 27 
States attended the convention, 
which was held at the Hotel 
Stevens, where there were, in ad- 
dition, fifteen exhibits relating 
to the industry. This is said 
to be the first time since 1851 
that an award was made by the 
lock industry. At that time an 
exhibit of the Society of Arts & 
Metal was held. 

The association intends to of- 
fer an award of this kind each 
year to inspire manufacturers to 
concentrate more on secure lock 
lines than on price appeal lines. 
A committee composed of some 
of the most select locksmiths 
awarded the medal. 


MISSISSIPPI DEALERS 
MEET IN HATTIESBURG 


Talks on store management 
and discussion of problems of the 
trade were features of the Nov. 
18 meeting of members of the 
Mississippi Retail Hardware & 
Implement Association, held at 
Polk Hardware Co., Hattiesburg, 
Miss. S. G. Thigpen, president 
of the association, spoke on trade 
conditions, and Rivers Peterson, 
hardware retailer, spoke on store 





management. 
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(From Our Washington Bureau) 


With Congress on the eve of 
meeting, one of the outstanding 
legislative questions to be han- 
dled will relate to taxation. All 
sorts of taxation have been sug- 
gested from many sources, and 
the subject has aroused heated 
discussion already. That it will 
be much more heated before the 
program is adopted is a foregone 
conclusion. - 

Even after the President rec- 
ommends a program in_ his 
budget message on Dec. 9, it will 
remain a question as to the final 
form taxation will take. This is 
due to the fact that there will be 
close margins between the two 
old parties, with neither having a 
strong control in either the 
House or the Senate. The for- 
mer will apparently be con- 
trolled by the Democrats. The 
Senate will have a narrow Re- 
publican majority. But it is 
also to be remembered that there 
will be blocs of all sorts, “Pro- 
gressive,” farm, etc., and these 
blocs, no matter how small, may 
easily control the situation and 
determine by their balance of 
power the trend of legislation. 

The prevailing tendency is to 
throw the burden of taxation on 
the rich. Higher taxes on in- 
heritances, estates, restoration of 
gift taxes and increased rates for 
the larger income seem to be 
strongly in prospect. 

There is, of course, much talk 
of restoring sales taxes. Some 
proposals call for general sales 
taxes, others for “selective” taxes. 
and still others for “luxury” 





John S. Rhein, N. R. H. A. Director, Killed in Auto 
Accident in Nebraska 





Meets’ Death Instantly 
While Driving from Di- 


rectors’ Meeting at Lincoln. 


John S. Rhein, Alliance, Neb., 
hardware dealer for the past six- 
teen years and former presiden: 
of the Nebraska Retail Hard- 
ware Association, was instantly 
killed when his car struck a tree 
on the highway near Ravenna, 
Neb., Nov. 17. Mr. Rhein, who 
was a director of the N. R. H. A., 
had been attending a meeting of 
the directors of the Nebraska 
Hardware Mutual Insurance Co. 
at Lincoln, Neb., and was re- 


turning to his home. He swerved 
sharply to pass a truck, causing 
his car to get into loose gravel. 
where he lost control of it and 
struck a tree. 


He was killed in- 


Sales Tax Looks Unlikely on Eve of Congress Session 


taxes. Whether it will in the 
end recommend it or not the 
Treasury Department has tenta- 
tively approved a system of “se- 
lective” taxes, such as sales taxes 
on automobiles, radios, tobacco, 
and gas. What the President’s 
attitude may be toward accepting 
this suggestion will not be known 
until he delivers his message. 

In any case, campaigns to the 
contrary, opposition to any form 
of sales taxes continues to grow. 
It is well defined in Congress, 
which, from present appearances, 
will not accept any kind of a 
sales tax. The investigation by 
the delegation from Congress, un- 
der private auspices, of the Ca- 
nadian tax is not taken with 
any great degree of seriousness 
here. Nevertheless, it may be a 
factor to be reckoned with and 
assuredly should he taken into 
account by those opposing sales 
taxes. 

Many civic organizations and 
industries which are tentatively 
opposed to sales taxation are al- 
ready exerting their forces 
against such taxes. Another 
powerful force opposing sales 
taxation of any kind is the 
American Federation of Labor, 
which, it is contended, reflects 
the opinion not only of prac- 
tically all labor, but the vast 
bulk of the consumers of the 
countries. For sales taxes, it has 
been ‘pointed out, will hit the 
consumer more directly than 
most other forms of taxes. 
Prophecy is dangerous, but the 
best bet is that there will be no 








stantly. 
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sale. taxation. 





JOHN 8S. RHEIN 


He was one of the best known 
men in the Nebraska association. 
Mr. Rhein was formerly mayor 
of Alliance, and at the time of 
his death was president of the 
Alliance Lions Club. Prior to 
going to Alliance, sixteen years 


Omaha branch of the Emercon- 
Brantingham Implement Co. Mrs. 
Rhein survives. 





CLARENCE ROBERTS 


Clarence Roberts was found 
unconscious in his car Nov. 23 
in one of the busy streets of 
Brooklyn, N. Y., and was taken to 
a hospital, but never regained 
consciousness. In 1895 he went 
with the accounting department 
in New York City of Sargent & 
Co., New Haven, Conn., being 
transferred to the sales depart- 
ment in 1916. Since that time 
he had been actively engaged in 
the Brooklyn territory, where he 
had a large following. 

He was active in the affairs of 
the Hardware Boosters, of which 
he was Past Chief Booster. 





CLARENCE ROBERTS 





HERMAN D. HORTON 


Herman D. Horton, 61, East- 
ern sales manager, Simonds Saw 
& Steel Co., Fitchburg, Mass., 
was stricken with a heart attack 
and died at his home near Bos- 
ton, Nov. 18. He entered the 
employ of the Simonds Saw & 
Steel Co. in 1900 and held the 
position of Eastern sales man- 
ager for the past twenty years, 
during which time he made a 
host of friends throughout the 
hardware and mill supply indus- 
try in the East and South Atlan- 
tic States. He was a past dep- 
uty.grand master of the thirteenth 
Masonic district and was a mem- 
ber of many social and business 
clubs in Boston and Fitchburg, 
Mass. 


WILLIAM W. HODGSON 


William W. Hodgson, presi- 
dent, Phoenix Paint & Varnish 
Co., Philadelphia, Pa. died at 
his home in Haddonfield, N. J., 
Nov. 23, at the age of 72. He 
was a member of the local school 
board and of the Manufacturers’ 
Club of Philadelphia. Mrs. Hodg- 
son, two sons and a daughter 
survive. 





ago, he was manager of the 





R. S. CORRELL 


Richard S. Correll, 78, died 
Nov. 18 at his home in Pen 
Argyl, Pa., after having been in 
the hardware and _ plumbing 
business for more than 50 years. 
He served his apprenticeship in 
Jersey City, N. J., and New York 
City. In 1880 he erected a small 
workshop, which was_ supple- 
mented with other buildings and 
additions. The firm of R. S. Cor- 
rell’s Sons, Inc., of which he was 
president, continues the business. 





CLARENCE MAC MURRAY 


Clarence F. Mac Murray, 77, 
for many years vice-president, 
Western Cartridge Co., East Al- 
ton, Ill., died of pneumonia, Nov. 
23, at his home in New York 
City. He had been in poor 
health for about four years and 
although not active retained the 
title of vice-president of the 
cartridge company. 





CHARLES F. SYLVESTER 


Charles F. Sylvester, 71, for 
many years a member of the 
sales force of the Winchester Re- 
peating Arms Co., New Haven, 
Conn., died of pneumonia at his 
home. in Chicago, IIl., Nov. 10, 


~}-following a short illness. He had 


retired from active business Dec. 
30, 1930, after 41 years of con- 
tinuous service as a member of 
the Winchester staff. When he 
went with the Winchester com- 
pany he succeeded his brother on 
the staff. He had previously 
been with Abbey & Imbrie Co. 
For a number of years he was 
district sales manager for the 
company, with headquarters in 
Chicago. Mr. Sylvester, who was 
well known to the hardware job- 
bing trade, attended the annual 
convention in October at Chi- 
cago, where he contracted a cold, 
which developed into pneumonia. 





JOHN W. GARLAND 


John W. Garland, vice-presi- 
dent, Automatic Signal Co., New 
Haven, Conn., and for many 
years identified with the metal- 
working industry in the Pitts- 
burgh district, died at his home 
in New Haven on Nev. 21. He 
was born at Dungannon, Ireland, 
and went to Pittsburgh when he 
was but 14 years old, where he 
was employed by the Oliver & 
Roberts Wire Co. In 1890 he en- 
tered the structural steel business 
on his own account, and later 
manufactured an automatic chain 
which he had invented. He was 
later engaged in the manufacture 
of electrical steel conduit in Law- 
rence County, Pa., under the 
name of the Garland Corp. He 
was active in this business until 








his partial retirement in 1918. 
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Priee Advances 
Are Market Feature 


New York, Dec. 2. — In- 
fluenced by advances on several 
important hardware lines, whole- 
salers and retailers throughout 
the country are buying more free- 
ly than for some time past. The 
upward trend in quotations, in 
some instances, is a result of 
higher prices for raw materials, 
while a freight rate increase in 
the eastern hardware manufac- 
turing district is responsible for 
other upward revisions. Many in 
the trade are expressing the be- 
lief that the present advancing 
trend in prices will mark the 
turning point in business and 
that better times are in prospect 
for the hardware industry. Many 
manufacturers are issuing price 
lists on spring lines for the 1932 
season and with few exceptions 
prices being established are at 
the same or higher levels than 
were prevailing at the close of 
the past season. 

The colder weather prevailing 
in most trade territories has de- 
veloped an improved demand for 
seasonal lines and as wholesale 
and retail stocks are at low ebb, 
shortages in some winter lines ap- 
pear probable. Holiday buying 
is generally belated and a last 
minute rush for Christmas goods 
is in prospect. 

Wholesale sales in several of 
the leading market centers are 
running ahead of the correspond- 
ing period of last year and De- 


1931 


DECEMBER 3, 





cember is expected to be a fairly 
satisfactory month for both cur- 
rent and future volume. Im- 
provement in the agricultural 
situation has brightened the out- 
look in farming sections. 

The credit situation retains an 
unchanged status, with collec- 
tions comparing favorably with 
the same period of a year ago. 





Stanley Works Announces 
Important Price Revisions 


The Stanley Works, New Britain, 
Conn., have advised the trade of an ad- 
vance of approximately 5 per cent on 
its line of wrought hardware, includ- 
ing strap hinges, T hinges, hasps, 
butts, etc. 

The Stanley Rule & Level plant has 
also issued a new price sheet showing 
material reductions on some of the 
major lines of tools produced by the 
company. Planes, bit braces, breast 
drills, etc., are the items principally 
affected. 


Boston Firm Will Furnish 34 
Carloads of Jute Postal Twine 


The Ludlow Sales Corp., Boston, 
Mass., with a bid of 8%c. per pound, 
was the lowest bidder for furnishing 
1,360,000 pounds (36 carloads) of jute 
wrapping twine for use of the Post 
Office Department during the first half 
of the coming year. 

The reception of bids on Nov. 24 
marked the second occasion that pro- 
posals for supplying the twine were 
opened. The original bids were con- 
fined exclusively to manufacturers of 
cotton twine, but were rejected because 
the quotations tendered were deemed 
too high. Manufacturers of both jute 
and cotton twine participated in the 
final bidding. 


The prices submitted by manufac- 


turers of cotton twine ranged from 
10c. to 13%c. per pound. Manufac- 
turers of jute twine tendered bids rang- 
ing from the low of 8%c. to 914c. per 
pound. 


50% British Duty Hits 
U. S. Exports of Some 
Hardware Lines 


Recent cable dispatches from Lon- 
don state that the Board of Trade, act- 
ing upon the sweeping authority con- 
ferred upon it by the Antidumping 
Act, imposed a 50 per cent tariff which 
became effective on Nov. 25. It is said 
that as soon as the measure had re- 
ceived royal assent, the higher tariff 
was almost immediately instituted. 

Merchandise from the Continent is 
affected as well as certain products 
from the United States by the drastic 
barrier. In an effort to deliver mer- 
chandise in England before the in- 
creased duty became effective, several 
manufacturers on the Continent char- 
tered airplanes to transport shipments 
of their merchandise, which filled the 
warehouse at Croydon Field to its ca- 
pacity. 

Among the products of American or- 
igin on the list are the following: 
Vacuum cleaners, safety razors, straight 
edge razors, typewriters, wireless sets, 
silk hosiery, petfumery, cosmetics and 
toilet articles. 


Sales of 48 Chain Systems 
Declined 8.2% in October 


Composite sales of forty-eight chain 
stores and mail order companies for 
October were $339,199,757, a decline 
of 8.2 per cent from the total of $369,- 
882,715 reported by the same com- 
panies for the comparable period of 
1930. For the ten months the aggre- 
gate sales were $2,966,177,346, a de- 
cline of 4.7 per cent from the 1930 
figure of $3,115,139,098. 
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Basie Business Indicators for Week Ended Nov. 21 


As Charted in the Survey of Cvrrent Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Business conditions for the week ended Nov. 21, as reflected by the charts of the twenty-one basic indicators appeari below, show 

that only a slight change has occurred in the domestic business situation. Among the items having an upward trend as contrasted 

with the preceding week are petroleum production, business failures and bank debits outside New York City. Twelve indicators have 

a downward trend, and these include coal production, freight car loadings, building contracts, lumber production, wheat receipts, cot- 

ton receipts, Detroit factory employment, brokers loans, stock prices, loans and discounts Federal Reserve member banks, bond prices 
and money in circulation. The remaining six indicators have shown no appreciable change from the week ended Nov. 14. 
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(By HarpwakE AGE Special Correspondent) 
Mempuis, Dec. 1. 


USINESS is at this time stag- 
B ing the hardest struggle it has 

engaged in at any time during 
the depression. According to local job- 
bers current business is showing some 
increase in volume and a lot better 
spirit is being displayed by most 
dealers. Wholesalers here say we are 
rapidly going into the turn with con- 
tinually increasing confidence. Deal- 
ers also-report some increase in volume 
of business and a much greater opti- 
mistic feeling on the part of the con- 
sumer. 


ARKANSAS OUTLOOK 


Arkansas reports through their State 
officials that farmers generally are pay- 
ing their Government and bank loans 
out of the proceeds of their cotton and 
will have a surplus. This assertion is 
accurate, it would seem, as trade in 
the “Wonder State” is showing a big 
improvement. Reports also indicate a 
large pecan crop in Arkansas and of 
fine quality, which will help. Another 
bright spot for the winter months is 


SAN FRANCISCO 


(By HarpwarkeE AGB Special Correspondent) 
San Francisco, Dec. 1. 


AN FRANCISCO is the bright 
~ spot on the business map of the 

Pacific Coast, according to the 
Federal Reserve Bank’s survey of busi- 
ness conditions in the Twelfth District. 
San Francisco was the only city whose 
October showing was better than the 
average for the ten months to the end 
of October, the city’s department stores 
showing business for the month only 
4.7 per cent below October last year. 
Oakland was second, being 8 per cent 
under October, 1930. In the hardware 
field, however, while there is a more 
optimistic feeling and better tone ap- 
parent, there is thus far little justifi- 
cation for it in actual business transac- 
tions. 


STAPLES INACTIVE 


Wholesalers’ stocks are down to skel- 
etons, and taking their cue from the 
retailers, who are buying from hand 
to mouth, jobbers are buying little. 
Price changes during recent weeks are 
very few. Wholesalers explain that 
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MEMPHIS 


in fur conditions. The market looks 
very appealing, and there is sure to be 
a very large increase in trapping ac- 
tivities this season. This will mean 
better sales of traps than last year and 
also more cash sales for dealers in 
other merchandise, as furs are consid- 
ered cash and are, when the market is 
good. 


FUTURE SALES 


Future sales continue to hold up in 
volume and are gaining in variety. This 
department of sales is reported as very 
satisfactory by local jobbers. There 
is an accelerated movement in such 
merchandise as axes, heating stoves, 
stove pipe, lard cans, meat choppers, 
corn shellers and grist mills, cross-cut 
saws and logging tools of different 
kinds at this time, on account of the 
season and because of price advan- 
tages. The movement in floor coverings 
and felt base rugs has been consider- 
ably stimulated during the past two or 
three weeks. This increase is very 
marked. 

All in all, jobbers seem very well 
satisfied with sales, as they are now 
running ahead of the corresponding 





prices reached rock bottom some time 
ago in most staple lines. 


GIFT ITEMS SELLING 


Housewares are showing more activ- 
ity than any other line in this market, 
especially on items suitable for gifts. 
Specialties such as cake covers, vacuum 
bottles and bird cages are selling well. 
Electrical appliances, such as waffle 
irons, toasters and percolators, are ac- 
tive, while there is a seasonal demand 
for stoves, stove pipes, elbows and fire- 
place equipment. Roasters, too, have 
shown some brisk activity during re- 
cent weeks. Numerous downward price 
revisions have been made on _house- 
wares items recently. 

Sporting goods continue to show 
some activity in the market, all the 
jobbers reporting good sales of fishing 
tackle. Salt water tackle for surf fish- 
ing has been especially active. The 
opening of an ice skating rink in San 
Francisco has produced some ice skate 
sales. 

Gun sales fell off during October, 
due partly to the shortening of the 





Current Volume Is Showing Gain 
Wholesale Sales Ahead of Year Ago 


period one year ago, and are happy 
over the outlook for the future. 


COLLECTIONS 


Dealers throughout the district are 
closing many accounts by taking pro- 
duce of different kinds from their 
farmer customers in payment and this 
in many instances is retarding payment 
of dealers’ accounts to jobbers, for the 
reason as explained by them, that the 
market is slow on some of these prod- 
ucts, and while it brings pay day to a 
surer basis, it necessarily postpones it 
until the dealer can realize on the pro- 
duce. Jobbers, however, report collec- 
tions fair and appear to be better sat- 
isfied with conditions in this depart- 
ment as time goes on. 


PRICE CONDITIONS 


Adjustments here and there appear 
to continue to be the order of the day, 
and jobbers now are looking for prac- 
tically a stationary mark until Jan. 1. 
There are some general changes ex- 
pected in some important lines at that 
time, but even a prediction as to what 
will be involved is too remote for con- 
sideration at this time. 


Retail Sales Better Than Average 
Housefurnishing Lines Are Active 


duck season, but it is expected it will 
be made up during November as there 
is an abundance of cotton-tail this sea- 
son and what is said to be the greatest 
quail crop in 7 or 8 years. 


» ENCOURAGING SIGNS 


Construction in San Francisco 
amounting to $18,028,746 was reported 
for the first nine months of the year, 
a gain of 7 per cent over 1930. A re- 
cent report shows 1300 more building 
trade mechanics are now employed in 
San Francisco than were at work in 
August. This would seem to point to 
an increase in building operations, es- 
pecially since there is usually a sea- 
sonal reduction at this time of the year. 

One $15,000,000 demonstration of 
confidence was the recent completion 
of the Western Pacific and Great 
Northern Railroad extensions. One 
lumber company sent out a shipment 
of 171 carloads of forest products— 
the longest train in the history of rail- 
roading—the hour the new road was 
opened. 

San Francisco carloadings for the 
first nine months of the year were 137,- 
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136 carloads compared to 160,278 for 
the same period a year ago, represent- 
ing a decline of 14 per cent. Water- 
borne shipping arrivals for the first 
nine months numbered 5196 and 
amounted to 14,035,162 registered tons, 
a 3 per cent decline in tonnage and 6 


CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, Dec. 1. 


NTIL the very day before 
Thanksgiving, mid-western mer- 
U chants have suffered the ad- 
verse influence of the record-breaking 
fall warmth. Some have remarked that 
buyers have been tempted out-of-doors, 
bi there has been more window-shop- 
ping than actual buying, and winter 
goods have had no chance to move 
until the cooler wave of the past few 
days. Yet so conservative have been 
retail supplies of cold-weather goods, 
that reserves are nearly all in whole- 
salers’ or manufacturers’ hands, and 
it is still felt that jobbers’ stocks will 
be cleaned out quickly under accumu- 
lated emergency dealer buying. 
Chicago and its immediately tribu- 
tary trade area in the five adjacent 
States comprise 12,200,000 people, who 
spend more than 51% billion dollars 
yearly at retail. Even a slight and 
gradual increase in enforced spending 
by this great throng, must release a 
lot of money and a lot of demand. 
Many dealers’ stores and stocks are not 
ready, and many a sorely-needed sale 
is being lost to better prepared com- 
petitors. 


COMMODITY RICES 


The recent price reactions on several 
of the nation’s important staples have 
tempered such over-enthusiastic slo- 
gans as “dollar wheat.” More than 
half the recent wheat price bulge has 
been lost, yet general farm products, 
cotton, petroleum, lumber, coal and 
steel show no signs of settling back to 
their recent record lows. Copper alone 
has touched a new 6% cent bottom, 
late in November, as a result of the 
world producers’ conference failing in 
their attempt to agree on a program for 
further curtailment. Cotton planters, 
however, with the aid of their southern 
bankers and the Federal Farm Board, 
seem likely to succeed in their plans 
for carrying this year’s surplus, and 
for a 50 per cent cut in 1932 and 1933 
plantings. Fairly good sentiment in 
steel circles continues, more as a re- 
sult of expectations than of actual 
gains in demand. 


AS 


per cent in number. Departures num- 
bered 5182 and amounted to 14,019,660 
registered tons, a 2 per cent decline in 
tons and 7 per cent in number. 

The financial position of banks has 
taken a turn for the better in this dis- 





BETTER BANKING NEWS 


Credit and collection departments 
are encouraged by the steady decrease 
reported in bank failures. The drop in 
suspensions from 166 during the first 
week of October, to 18 in the third 
week of November is welcome news to 
those stronger firms, which have been 
carrying extreme loads of accommo- 
dation for their customers, under the 
handicap of this year’s wide-spread 
banking difficulties. 


MARKET NEWS NOTES 


Tents, paulins and wagon covers 
were marked down this month to the 
extent of 10 to 20 per cent, and the 
new prices are expected to be firm for 
the 1922 season. 

In spite of copper at 6%%4c. per Ib., 
manufacturers of copper rivets state 
that the cost of making rivets, putting 
them in packages and getting them 
into distribution, is now a much larger 
factor than the price of raw material. 
So far they have announced no change 
in the price of rivets. 

The advance in silver exchange has 
reacted violently on the price of bris- 
tles used in paint brushes, Most brush 
manufacturers have a good supply of 
bristles bought at low prices, but it is 
certain that if the prices of paint 


trict. Recent reports indicate the re- 
turn of funds to checking accounts. 
Loans have been cut down, and the 
banks have used the money returned 
to them to reduce their own borrowings 
from the Federal Reserve. 


Shortages in Winter Lines Likely — 
Banking Situation Shows Improvement 


brushes were figured on today’s costs, 
they would be a great deal higher. 
Dealers can probably save by «rdering 
for spring requirements now. 

Wholesale tool distributors mention 
particularly that file prices seem firm. 
One of the leading makers is guaran- 
teeing his prices against decline to 
April 1, 1932. Tool values in general 
seem steady, though sales are very 
quiet. 

Decided improvement is reported in 
sales of electrical household appliances, 
and in batteries and flashlights during 
last week. Some manufacturers are an- 
nouncing advanced prices on switches, 
and on porcelain fittings. 

Holiday cutlery specialties are mov- 
ing out somewhat better, especially 
carvers and the new colored catalin 
handle stainless steel knives and forks, 
also thermometers, barometers, thermos 
bottles, lunch and traveling kits and 
jug sets. The new super thermos bot- 
tles have an almost unbreakable 
“Stronglas” filler. 

Silverware and nickel silver, as well 
as nut picks and cracks are also in im- 
proved demand. One of the leading 
manufacturers of high grade ware is 
predicting an advance in price on 
silver plated and kindred goods, pos- 
sibly within the next sixty days. 





BOSTON 


(Boston office of HARDWARE AGE) 
Boston, Dec. 1. 


S a result of the higher freight 
A rates, which are effective on and 
after Dec. 3, prices on numerous 
items handled by New England retail 
hardware dealers will be higher. 
Screens and doors will average about 
5 percent higher; Stanley Works and 
similar goods will be 5 per cent high- 
er; stove bolt manufacturers will se- 
cure 71% per cent more for their prod- 
uct; brads will cost slightly more, and 
a sizable number of other things will 
be more costly. 
In fact,;the general tendency of 
hardware values apparently has turned 
definitely upward. Wholesale houses, 


Upward Price Trend May 


Denote Turning Point 
as a rule, take an optimistic view of 
conditions, feeling that the higher 
prices may be the turning point in 
business conditions. They point out that 
business seldom is healthy on a falling 
market and never profitable for them or 
the retail dealer. On the contrary, busi- 
ness generally is good on a rising mar- 
ket. 

Not all price changes announced 
register advances. To illustrate, open- 
ing prices on wire screening and poul- 
try netting in all likelihood will be a 
little lower than during the past sea- 
son. If such is the case it will be be- 
cause of local conditions and conse- 
quently there is no assurance that the 
lower prices will last very long. 
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MILD WEATHER A FACTOR 


From Saturday, Nov. 20, through 
Thanksgiving, California shivered while 
New England basked in summer tem- 
peratures. Naturally wholesale sales- 
men found it difficult to work up much 
enthusiasm among retailers over sleds, 
ice skates, hockey sticks, skiis, snow 
shoes, ice fishing equipment and kin- 
dred merchandise. There was, of 
course, some buying of such things and 
since Thanksgiving it has improved as 
a result of more seasonable weather. 
It always takes the market some time 
to recover from such setbacks, however. 


HOLIDAY LINES 


Demand for toys is assuming larger 


ATLANTA 


(By HarpwakRE AGE Special Correspondent) 
Attanta, Dec. 1. 


HILE increasing optimistic 
sentiment is expressed in most 
sections of the Atlanta terri- 


tory, jobbers otherwise report nothing 
which would indicate any marked im- 
provement in general business condi- 
tions. Sales during November while 
being slightly less than that of the same 
period of a year ago, are running ahead 
of the month of October. 


HOLIDAY GOODS 


Little early interest has been shown 
in Christmas goods, however jobbers 
anticipate a last minute rush of small 
orders. Many of the more wide-awake 
merchants have given advance thought 
to ways and means of creating early 
consumer interest ‘in holiday lines and 
have arranged their toy displays many 
days prior to this writing, but taking 
the territory as a whole interest in 
holiday goods has been rather disap- 
pointing. 


COLLECTIONS 


Reports from credit departments in- 


CINCINNATI 


(Cincinnati office of HARDWARE AGF) 
Cincinnatl, Dec. 1. 
XCEPT for the normal seasonal 
iD demand, the district hardware 
market is without feature. Buy- 
ing from jobbers continues at the same 


hand to mouth proportions that have 
prevailed for almost a year. 


FALL GOODS 


Fall merchandise has not attracted 
much interest from consumers. This 
has been largely due to the fact that 
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proportions, but is backward as com- 
pared with a year ago. Most retailers 
who have placed orders have taken a 
fairly good assortment, but small quan- 
tities of each item. Sales of Christmas 
tree outfits are increasing noticeably, 
while buying of holiday cutlery is only 
fair at best. Glass cooking ware is en- 
joying quite a broad market, with sales 
of the more expensive items keeping 
pace with those of the cheaper. Wrist 
watches for the holiday trade are mod- 
erately active. 


STAPLE LINES MOVING 


The outstanding feature of the mar- 
ket today is the remarkably good move- 
ment of staple articles such as files, 





dicate very little change in the credit 
situation, although recent advances in 
cotton prices has increased payments 
on dealer’s accounts receivable by their 
farmer customers, which will in turn 
enable them to gratify jobbing and 
banking connections before the first of 
the year. 


PRICE CHANGES 


Recent price changes have been few, 
however, among the most important 
brought to attention at this time is the 
advance of 5 per cent to 15 per cent 
on a good many items of steel and 
iron. Next season’s prices have been 
announced on screen wire which are as 
follows: 


12 Mesh Black.......... $1.75 Sq. Ft. 
14 “ Galvanized .... 222 “ “ 
s* . ii 
eee Pm Ae: Mie 
i. = - ity eae or 


Prices also have been announced for 
next season on screen doors and win- 
dows, poultry netting and a few other 
spring items. Listing on these will be 
included in a later issue. 





weather conditions have been so mild 
that there was not the usual seasonal 
stimulus of buyer interest. 


HOLIDAY LINES 


Christmas goods, on the other hand, 
have been very active in the current 
business volume. Jobbers report that 
orders for all Christmas articles have 
been good and in fact business is ex- 
pected to eclipse the record of last 
year. Most outstanding on the Christ- 
mas list is tree light sets. 


Christmas 


Mild Weather Slows Winter Lines 





wood screws, dry batteries, waxes, 
patching plaster, dry lamp black, shoe 
nails, traps, skillets, sash and storm 
window fasts, inside sets, door springs, 
thumb latches, stove polish, furnace 
scoops and the thousand and one 
things that go to make up the general 
list. 
THE OUTLOOK 


New England industrial conditions 
are a little better than they were a 
month ago, and there is every indica- 
tion that early in 1932 there will be 
quite a decided improvement. There 
are to be sure some black spots, but 
they are fewer than they have been, 
and it is certain that there is less un- 
employment than in October. 


Sentiment Is More Optimistic 
Screen Wire Prices Announced 


FUTURE ORDERS 


Activity on future orders at this time 
are slow, however, most all orders for 
early spring and winter have been 
booked and a good many are being 
shipped. 


FARM CONDITIONS 


The outlook for cotton shows that 
low prices are stimulating consumption 
and discouraging foreign competition. 
A better future for truck crops was 
seen in indications that next winter’s 
acreage will be cut rather sharply, 
while peach production appears to be 
on a sound economic basis. Tobacco 
growers have been warned that there 
is a large supply, that consumption has 
declined and that foreign exports are 
smaller. 

The southern farmer is by no means 
occupying a downy bed of ease but it 
is evjdent that as a class he is suffer- 
ing less from the depression than many 
of the residents of the cities and it ap- 
pears that he is in an excellent position 
to take advantage of returning pros- 
perity. " 


Goods Are _ Active 


Retail hardware merchants are ex- 
periencing the usual pre-Christmas rise 
in demand. All stores are displaying 
merchandise for the gift trade together 
with tree ornaments and sets, and a 
fair volume of business is reported. 
Of course, once the pre-Christmas ad- 
vertising gets well under way a more 
brisk demand is anticipated. 


INDUSTRIAL 


A slight increase in the automotive 
melt, shipments of pig iron on contract 
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have increased slightly during the last 
two weeks. New business, however, con- 
tinues to hover near the 1300 tons a 
week level. 

Prices on Northern foundry iron 
have settled, in Cincinnati, at about 
$17.90, delivered in Cincinnati. In 
other parts of the district, outside of 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Dec. 1. 
N | OVEMBER first crop report for 
North Dakota estimates the 
1931 corn crop at more than 
six million bushels more than in 1930. 
South Dakota has more than a thou- 
sand more farms in 1931 than in 1930. 
Prices of butter and eggs and the situ- 
ation of cold storage holdings in these 
items. create another bright spot in the 
situation in the Northwest tributary to 
the Twin Cities. 


OTHER BRIGHT SPOTS 

Payments are being made to sugar 
beet raisers in the Red River Valley, 
and the Black Hills district, and this 
will run into several hundred thousand 
dollars. Thousands of turkeys have been 
shipped out of Minnesota and the Da- 
kotas for the holiday trade, and still 
more remain for the Christmas holiday. 
Many carloads of poultry also have 
been shipped into the Twin Cities and 
other markets. 


UPTURN NOTED 


These are but a few of the encour- 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGB) 
PittspurcH, Dec. 1. 


HE arrival of cooler weather 

after an exceptionally warm fall 
brought a general improvement 

to the hardware trade in this district. 
Seasonable goods are at last moving 
in satisfactory volume, although fail- 
ure of retailers to place orders earlier 
has resulted in a much lower aggre- 
gate turnover in the cold weather lines 
than might be expected, even in a year 
of poor business. Stoves, coal hods and 
shovels, ventilators, coal chutes and 
many other products are moving in fair 
volume, although most retailers are in 
a hurry for deliveries and are forcing 
jobbers to rush shipments. Christmas 
items are still very dull but are ex- 
pected to improve considerably in the 
current week. Retailers report custom- 
ers very apathetic to holiday purchases, 
but most of them expect last minute 
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the metropolitan area, price shading 
has been reported. 

With automobile manufacturers regu- 
larly in the market for small weekly 
purchases, demand of district sheet 
mills has been sustained at about 40 
per cent of normal capacity. 

Machine tool manufacturers also in- 





aging factors in the Northwest. There 
are others. The general gains in com- 
modity prices, and that refers particu- 
larly to the items which are the product 
of agriculture, have attracted the at- 
tention of people in all walks of life. 
It is believed generally that the turn 
toward better times has been made, 
and that the present gains, while not 
large in the net, are still indicative of 
the trend of conditions. 


AUTO TIRES 


This is the turn of the year in the 
matter of automobile tires. Dealers’ 
contracts run to May 15 or June 15, de- 
pending upon their location in the 
territory, in the matter of spring dat- 
ings, and these datings begin in No- 
vember. Therefore dealers have let 
their stock run low. Contractural 
orders bid fair to run in fairly good 
volume for the coming season. 


NOVEMBER SALES 


While figures are not available yet 
for November, it is believed that it 
will show a gain over October in gen- 





buying to develop in,a fair amount. 
The opening of the deer season on Dec. 
1 brought a much larger demand than 
had been expected for high-powered 
ammunition and rifles. Retailers had 
been reluctant to stock up on such 
goods, and as a result jobbers have 
been forced’ to place express orders on 
a good many lines. 


PRICE REVISIONS 


The increase in freight rates from 
New England to Pittsburgh has brought 
about a general stiffening in prices on 
the entire lines of builders’ hardware. 
A number of companies have an- 
nounced advances of 5 per cent on 
wrought hinges and butts and many 
other kindred lines. Prices on bolts 
are still weak, reflecting the softness 
of the manufacturers’ market. Jobbers 
are quoting 75 per cent off list on small 
bolts, and 70 and 10 per cent on large 
bolts. 


Winter 


dicate that the market is without in- 
teresting detail. Orders for small ma- 
chines have increased slightly, but 
heavy tools are without noticeable de- 
mand. 


COLLECTIONS 


Credit conditions are unchanged. 
Collections are reported to be poor. 


Farm Conditions Show Improve- 
ment; Sales Gains Are Expected 


eral although the retailers depending 
on cold weather for more trade were 
disappointed last month. Not until the 
last week ‘of the month was there any 
indication of winter weather, and this 
delayed buying in many lines. With 
normal winter weather for this month, 
there should be a good gain in sales 
not only in the hardware lines, but in 
all other lines as well. 


HOLIDAY TRADE 


Retailers are preparing for the holi- 
day trade with window and store dis- 
plays. The larger cities already have 
installed their street decorations for 
the Christmas trade, and the general 
atmosphere in the retail centers smacks 
very much of the Christmas season. 


COLLECTIONS, ETC. 


Collections show but little change 
in the past few weeks. Prices will prob- 
ably remain steady for the rest of the 
year, as inventory time is only a matter 
of weeks in the future for both the 
wholesaler and the retailer. 


Weather Aids Trade 
Several Price Advances Made 


New Prices on screen wire cloth are 
coming out and represent some in- 
crease over last year in the price job- 
bers are forced to pay. Black cloth is 
quoted by jobbers at $1.65 a hundred 
square feet for the No. 12 mesh, and 
galvanized screen wire cloth at $1.75 
for No. 12. Aluminum wire cloth is 
quoted at $4.60 for the No. 16 mesh, 
and bronze at $4.75 for the No. 14. 
New prices on auto vacuum freezers 
have come out, with the 1 qt. size now 
quoted at $2.15 each; the 2 qt. at 
$2.25; the 3 qt. at $3.25, and the 4 qt. 
size at $4. Revised quotations on De- 
tecto bathroom scales have been issued, 
with the No. 517 now quoted at $4.50 
each, and the No. 518, in chromium 
finish, at $4.85. Glass cloth prices have 
been changed, with the hundred yard 
rolls now available from jobbers at 
$22; 50 yd. rolls at $11; 15 yd. rolls 
at $3.90, and 10 yd. rolls at $2.20. 
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HOW TO INCREASE YOUR 
BUSINESS IN PISTOL AND 
REVOLVER CARTRIDGES 


“It will probably interest you to know,” writes Col. V. M. EI- 
more, from Montgomery, Alabama, “that yesterday | fired, from 
an automatic pistol, calibre .45, two clips of your ammunition 
issued to me in the early part of 1918, just before going to France 
for the World War. 

“These two clips, after my return from overseas, were stored in an outhouse or garage 
after my return from Honolulu in 1922. But, notwithstanding the passage of time, or place of 
storage, the cartridges fired perfectly, without a jam or misfire, and the pistol targeted well at 
about 60 feet. 

“Every man likes to know his pistol! ammunition will fire when the hammer falls, and reliable 
ammunition for an automatic is especially necessary. In my opinion a lapse of over 13 years, be- 
tween time of manufacture and date of firing pistol cartridges with good results, is a pretty good 
test of any pistol ammunition.” 

It certainly did interest us to receive this fine tribute from a man with so much experience and 
knowledge of ammunition as Colonel Elmore.’ It should interest hardware dealers, too. The reason 
for this fine record is Remington’s method of oil-proofing cartridges so that no oil or moisture can 
enter around the primer or the crimp and weaken the powder. 
Literally thousands of misfires and hang-fires are caused by 
oil used for lubricating that seeps into ordinary cartridges. 

No police department or individual would think of buying 
anything but Remington Oil Proof Pistol or Revolver Cartridges, 
knowing the insurance against misfires they provide. Tell this 
story and a lot of this business is yours. Remember that now all 
Remington Pistol and Revolver Cartridges are Oil Proof. 
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REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-2300 
Manufacturers of Arms, Ammunition and Cutlery 
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The Greatest Value Ever Offered. The Remington Standard American Dollar Pocket Knife 
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INDUSTRIAL 'TREND 


Industrial conditions in the Pitts- 
burgh district show no marked change, 
although steel ingot production last 
week registered a slight decline from 
the rate in effect during part of No- 
vember. This was in line with season- 
al expectations, as December produc- 
tion is expected to fall to the lowest 


NEW YORK 


New York, Dec. 1. 


N advancing price trend on some 
staple and several spring lines 
has created more confidence in 

the strength of quotations on most 
hardware products, with the result 
that the trade has begun to buy in less 
restricted fashion than has recently 
been the rule. Most of the advances 
currently being announced by manu- 
facturers are attributed to the higher 
freight rates becoming effective in the 
Eastern Freight Classification on Dec. 
3. The freight rate increase has been 
estimated to range from 10 to 12% 
per, cent and applies to the territory 
east of the Mississippi River and 
north of the Ohio and Potomac Rivers. 
Manufacturers of hardware products, 
especially those making goods of 
heavy character, in addition to paying 
a higher freight rate on finished prod- 
ucts, will also find transportation costs 
on raw and semi-finished materials, 
and on manufacturing machinery and 
supplies increased, and many upward 
price revisions are expected to result. 
Wholesalers placed large orders for 
some heavy lines for shipment before 
the increased rates made price ad- 
vances necessary. 


FREIGHT RATE EFFECT 


Nails probably serve as the best ex- 
ample of how the higher freight rate 
will affect the metropolitan hardware 
market. L.C.L. shipments of nails 
from Pittsburgh mills were formerly 
transported for 39c. per hundred, while 
under the new rate the cost is 54c., or a 
differential of 15c. per keg. In this in- 
stance, the new rate is expected to 
work to the interest of local jobbers 
as it will be advantageous for dealers 
who have formerly purchased L.C.L. 
shipments of nails from the mill, to 
place their orders with wholesalers who 
buy in carload lots. 


PRICE REVISIONS 


Leading manufacturers of wrought 
steel butts, hinges, etc., have advanced 
their prices about 5 per cent. Stove 
bolt prices are also approximately 5 
per cent higher. New prices on lawn 
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point of the year. Blast furnace activi- 
ty has also been lowered, with the 
banking of a merchant furnace in the 
Pittsburgh district. Steel works fur- 
naces are running at an unchanged 
rate. Automotive purchases of finished 
steel products are developing in bet- 
ter volume, but will hardly serve to 
offset the expected seasonal decline in 
general demand. Other large consum- 





of about 10 per cent. Prices on 
mowers for next season show declines 
Stewart horse clipper parts have been 
reduced, with the following figures 
now prevailing: Numbers 360, 90 and 
E.1, $1.25. Numbers 361, 99 and E.2, 
$1.75. The Stanley Rule & Level 
plant has issued a new price sheet 
showing materially lower prices on 
some of their major lines, such as 
planes, bit braces, breast drills, etc. 


ing groups, such as the railroads and 
the building industry, are dormant. 


CREDIT SITUATION 


Credit conditions in the district are 
improving, with the promised release of 
a considerable amount of funds tied 
up in closed banks. However, the situ- 
ation is still very bad in a number of 
Western Pennsylvania towns. 


Price Trend Creates Confidence; 
Weather Stimulates Seasonal Goods 


One local wholesaler who has made 
a careful study of the price trend esti- 
mates that prices on sixty per cent of 
the important hardware lines have re- 
mained unchanged during the current 
business slump. This executive voiced 
the opinion that few changes appear 
probable in the prices that have thus 
far remained stable, as in most in- 
stances, manufacturers did not ad- 
vance their prices in boom times. 





Business Birth Control 


(Continued from page 23) 


that, on the average, there is at least 
one hundred or so retail fields in 
Long Beach in which a merchant can 
find a place. 

In time, believe those bankers who 
have had occasion to use this “Busi- 
ness Birth Control” plan, it will 
quite largely readjust the different 
retail outlets of the city to fit the 
buying power of the community. 

Mr. Taplin, however, suggests, that 
this information of his—the statis- 
tics, the maps, and the other data— 
be correlated and analyzed by the 
local hardware dealers’ association 
or by some other trade organization 
with the specific purpose of helping 
hardware men to determine scien- 
tifically where and when they ought 
to locate stores. 

In addition to acting as a check 
on store overcrowding, Mr. Taplin 
feels that a “Business Birth Control” 
plan established by and for the Long 
Beach hardware merchants would 
produce a number of other benefits. 

For one thing, it could show deal- 
ers exactly what grade and quality 
of goods should be stocked for sale 
in their respective districts. Because 
the government census indicates the 
earning power of the population and 
also showsgthe character of the in- 
habitants in the area—judging by 
their occupation, by their nation- 


alities, and by whether they own 
their homes or not—a merchant in 
most cases can determine accurately 
what sort of merchandise he should 
be able to sell best in his own terri- 
tory. 

For another thing, the plan could 
be a great aid in sales promotion 
work. For example, suppose a hard- 
ware man who has taken the agency 
for a high grade line of metalware 
sets—especially designed for large 
families, wishes to put on a special 
mail campaign covering the entire 
city. By calling up the Control Com- 
mittee of his association, he could 
find out what sections of the city he 
ought to cover. 

The committee could advise him: 
“We suggest that you confine your 
mailing only to the residential dis- 
tricts, beginning no nearer than seven 
blocks from the City Hall. At that 
point, the number of persons per 
family jumps from 1.9 to 2.6 while 
at the city limits the number aver- 
ages as high as 4.2 per family. Obvi- 
ously, the larger the family, the 
greater the likelihood that it will 
want such a line of metal utensils.” 

The maps of course could be kept 
up to date from records furnished 
by the building department and other 
departments of the city. 
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N October 1, we announced our 

new brass cylinder, pin tumbler, 
laminated steel “Secret Service” pad- 
lock as the “world’s greatest com- 
bination of protective features.” 


Naturally, such an astounding claim, 
particularly for a padlock selling as 
low as $1 retail, met the most exact- 
ing scrutiny of thousands of dealers 
and jobbers. Critically they judged 


“Oy r an outstanding 
= 
contribution to the 


lock industry 


Gold Medal Awarded 


ecret Service’'Padlock 


New Master Padlock achieves highest honor ever con- 
ferred by American Association of Master Locksmiths 


it. Not one found it wanting in a 
single detail! 

Now comes additiortal proof from the 
world’s greatest jury of lock experts! 
On November 3, at its annual con- 
vention in Chicago, the American 
Association of Master Locksmiths 
awarded ‘Secret Service” the first 
gold medal it has ever conferred 


upon a padlock. 


Master jobbers and dealers will quickly recognize this honor as one in which 


they should share... 


the greatest tribute attainable in the lock industry. 


MASTER LOCK COMPANY 
World’s Largest Exclusive Padlock Manufacturers 


MILWAUKEE, WIS., U.S. A. 
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TAPES 


Steel and Woven 
All Patterns 
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Wood, Steel and 
Aluminum Rules 
Machinists Scales. 
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Micrometers, Calipers, 







Combination Sets, . 
Gauges, etc. ty 





Every item in the line is fully 
guaranteed for accuracy, work- 
manship and material. The 
demand for LUFKIN goods is 
established and steadily in- 
creasing. 


Send for Catalog 


THE [UFKIN foULE C0. 
SAGINAW, MICHIGAN 


106 Lafayette St., New York City 











The Follies of 1931 


(Continued from page 25) 


That shabby fellow in overalls is 
next, but he can wait.” 





39. Tape-rule $2.45 
Screws 35 
Wrench 1.85 
Total $4.35 


40. “I’m going to put a new floor 
in the window —ho hum — some 
day.” 

41. “The doll I sold that little 
girl was broken. But what’s the dif- 
ference? She’s only a child!” 


42. “Hello—yes, Mrs. Brown— 
you say two plates were broken and 
the egg beater wasn’t in the package. 
Well, you needn’t get mad about it.” 


43. “I forgot I had a date at 10 
o’clock and it’s 11 now. Oh, well, I 
guess it wasn’t important.” 


44. “That woman was just a 
looker. They don’t fool me and I 
don’t waste time on ’em either.” 


45. “What my clerks do after 


store hours is none of my business.” 


46. “If this customer wants any- 
thing besides a trowel he’ll ask for 
it. It’s not up to me to bother him 
about spades, rakes, hose, seeds, 
sprinkler, etc.” 


47. “I don’t fool around with a 
lot of figures to keep my clerk’s sales 
separate. I know about what each 
sells.” 

48. “Percentages? Lord no! I’m 
a hardware man, not a mathema- 
tician.” ; 

49. “Paying P.M’s is just giving 
something for nothing.” 

50. “Your proposition sounds 
good. I'll invest today, investigate 
tomorrow.” 

51. “I gave that customer a piece 
of my mind! He’ll never bother us 
again!” 

52. “The easiest way to get rid 
of a salesman is to give him an 
order and cancel it the next day.” 


53. “The more people owe me 
the better off I am.” 

54. “The factory won’t notice if 
my check is a few days late every 
month.” 

55. “I’m too busy to listen to 
your proposition.” 








Why not let 
Duluth help you 
to make your 
business better— 
Pi ee 


Some folks figure that the 
stories we tell about helping 
hardware merchants to get 
more profit out of their busi- 
ness are just too good to be 
true. 

We “don’t blame them in the 
face of present conditions but 
really we have the proof to 
back up these stories. 


It’s because we’ve helped so 
many that we feel we might 
help some more. 


Let us help you with your 
sales problems. 


Write for Catalog of Complete Line 


DLAI 


OULUTH SHOW CASE CO, DULUTH, MINN 














Business Analysis Merchandising 
Store Planning Installation 
money 
a 
in 
toys? 
Certainly. And not 


only at Christmas 
either. 

Read the stories of suc- 
cess in HARDWARE 
AGE. You'll also find 
the manufacturers 
ready to help you suc- 
ceed. Read their ad- 
vertisements. 
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56. “I’m not charging off a fix- 
ture depreciation this year. My fur- 
niture looks as good as it did a year 
ago.” 

57. “Two dozen is enough but 
I’ll buy a gross to get the discount.” 


58. “My Dad did it this way so 


it’s good enough for me.” 


59. “I tell my salesmen women 
like to be called ‘Madam,’ ‘Lady,’ 
‘Dearie,’ ‘Listen,’ or ‘Girlie.’ ” 

60. “Sending little orders every 
few days makes the wholesaler think 
I’m a piker. [ll wait a month and 
shoot in a big order.” 


61. “Jerry Smith’s account is a 
year old but he’s good for anything 
he wants.” 


62. “My banker tells me _ that 
passing up ‘2 per cent 10 days, net 
30,’ is losing 36 per cent a year. 
He’s crazy.” 


63. “There’s no use investigating. 
Expenses can’t be cut further.” 


64. “I know I shouldn’t give trad- 
ing stamps but competition makes 
me.” 


65. “We don’t sell three of these 
a year but we couldn’t get along 
without a complete line of them.” 


66. “I prefer to spend more of 
my efforts on getting the trade of 
the banker’s wife than on holding the 
trade of the motorman’s four sons.” 


67. “Separating sales by depart- 
ments is too much bother.” 


68. “All right, you can go to 
work right away. I'll look up your 
references next week.” 


69. “I still figure my mark up 
percentage on the cost instead of the 
retail, the same way that bankrupted 
my grandfather.” 


70. “This big $3.95 sale I’m ad- 
vertising is on regular $4.00 goods. 
Nobody will ever catch on.” 


71. “You can’t ask for a single 
brand of paint I haven’t a little of. I 
specialize on everything.” 


72. “My credit rating is bad but 
I’m as sound as a dollar.” 


73. “I don’t need a safe. I keep 
so few records and have so little cash 
anyway.” 


74. “I just pulled off a wonder- 
ful sale. Sold everything below 
cost, lost a lot of money, filled all 
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my customers’ wants for months to 
come, cleaned out my desirable mer- 
chandise and kept my stickers, and 
sold most of it on credit. But— 
think of the volume I did!” 

75. “I’m often too busy to make 
out the charge check right when I 
make the sale, but I never forget 
any.” 

76. “I hate to embarrass stran- 
gers by asking questions when I cash 
their checks.” 


77: “I never change the lock on 
my store door, regardless of how 
many head clerks have carried the 
key in the past.” 

78. “As a customer departs I 
never ask if he found what he 
wanted. He might have a com- 
plaint.” 

79. “There’s no sense in being 
strict about the time the boys take 
for lunch.” 

80. “Customers’ suggestions are 
never worth my attention.” 

81. “Oh, yes, I give 10 per cent 
discount to ministers, nurses, doc- 
tors, teachers and lodge members.” 

82. “I bought two tickets to the 


Policeman’s Ball but I bawled him 
out good when I did it.” 


83. “This woman fusses as much 
about buying a gas stove as if it were 
a house and lot.” 


84. “All right. Just this once— 
to be a good fellow.” 


85. “It doesn’t make any differ- 
ence if I mail my statements out on 
the fifth instead of the first.” 


86. “Customers don’t know any- 
thing about values.” 


87. “This ladder has a split in it 
but he’ll probably never notice it till 
it breaks.” 


88. “I never take any traveling 
man’s advice.” 


89. “Why do I owe my whole- 
saler any loyalty?” 


90. 
91. “Why should I smile? Price 


sells things, not smiles.” 


“Hardware conventions! Bah: 


92. “I never tell my clerks why I 
buy certain lines and not others. 
That’s my business.” 


93. “You don’t want anything 
else today, do you, Mister?” 















































Pie vises \ 


with unbreakable 




























hooks, chain vises 
with I-piece jaws—vises 
with sales points that sell 


There are sound reasons why these vises sell 
more readily, give more satisfactory service, 
build business. 


ARMSTRONG BROS. Standard Pipe Vises 


Bodies of Certified Malleable Iron with 
unbreakable hooks of drop forged steel and 
jaws of tool steel that are hardened, tem- 
pered and tested. 


ARMSTRONG BROS. (Patented) Chain Vise 


Drop forged, 1-piece jaws—solid center gives 
full support to small pipe. Proof tested chains. 
Drop forged base and handle, alloy steel 
screws, and hardened nut. 


These vises carry the Arm-and-Hammer Trade 
Mark —the recognized mark of the “Better 
Pipe Tools.”’ 


ARMSTRONG BROS. TOOL CO, 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A, 










Write for Catalog B-27, 
176 pages of Quolity Tools 
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Are your orders 
in for 


PENNSYLVANIA 


Mowers? 


To insure on-time delivery we need your 
specifications as soon as you can let us have 
them. Owing to part time employment at so 
many factories, supplies are slow coming in 
and production is retarded. 


Remember, there’s a PENNSYLVANIA Mower in 
every price class. The “Red Cloud,” Ball Bearing 
(shown above) to retail at $12 in Philadelphia for the 
15” size; larger sizes at slightly increased prices. The 
unbreakable Wm. Penn, Ball Bearing (shown below) 
to retail at $16.50 in Philadelphia for the 17” size. 
Made throughout of malleable iron, commonly called 
“all steel,” and in one size only. 


Other PENNSYLVANIA Mowers from the famous 
PENNSYLVANIA Junior, for those who know the best 
is cheapest in the end, down to models priced to re- 
tail for as low as $5 in Philadelphia. 


Ask your jobber for complete prices NOW. 


Pennsylvania Lawn Mower Works 
Primos, Delaware County, Pa. 














How Can We Pat the College 
Spirit Into Basiness? 


(Continued from page 38) 


inclined to become ingrowing, while the father, on the 
other hand, becomes more and more expansive. This is 
especially true when a certain amount of wealth gives 
an opportunity to develop their individuality. 

Now, don’t think, just because I sincerely plead this 
ignorance of the source of college spirit, that I am an 
ignoramus as far as colleges go. I have visited many 
colleges, not only in this country but in foreign countries. 
I have trod the monastic corridors of Oxford. I have seen 
the rooms where celebrated men studied, and devoted 
their spare time to trying to keep the open coal fireplace 
burning. How uncomfortable -they must have been in 
those rooms! 

I remember a don at Oxford telling me, “We English 
teach our young men to think first. The spirit of our 
education is thinking. The learning of facts is secondary.” 
I suggested to this don that in my judgment the scientific 
method might be to first get the facts and then think 
about the facts gathered. He retorted that England had 
always come out on top because Englishmen were taught 
to think. 

I was invited to deliver a lecture on economics at Vas- 
sar. I had the nerve to accept the invitation. Then one 
of the young lady seniors called on me here in New 
York and we talked economics. She knew so much and 
made me feel so little that I lost my nerve, and trumped 
up “an important trip to Europe” to get out of the en- 
gagement. 

Once upon a time I was making a study of the effect 
of quinine upon the germ of malaria. In the course of 
this study it was necessary for me to visit New Orleans 
and Tulane University. I shall never forget when one of 
the elderly Tulane girls took me into the chapel to show 
me a beautiful stained-glass window. Her hair was tinged 
with white. When she looked up and the light from that 
window filtered down upon her face she looked like a 
saint. She had the college spirit. What is it? 





Zenith 103 
Radio Set 


The Zenith Radio Corp., 
3620 Iron St., Chicago, IIl., 
offers model 103, a 14-tube 
Hyper - Heterodyne circuit, 
claimed to be an advancement 
over the Super - Heterodyne 
circuit. Tuning meter, auto- 
matic line voltage regulator, 
local, distance and mute 
switches, automatic tuning, 
light focus tuning, two stages 
of push pull and Louis XVI. 
cabinet are features. Walnut 
wood is used. Meter gage 
tells whether set is tuned to 
exact peak of wave or not. The maker states that once the 
volume control has been set for any station, other stations 
tuned in will be of the same volume. Mute switch is for 
tuning only by calibrations on dial, without getting stations 
other than that desired. 
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Ray-O-Vac 
Christmas Display 

This holiday display is of- 
fered by French Battery Co., 
Madison, Wis., for displaying 
flashlights and batteries. A 
decorated Christmas tree 
forms the background. Space 
is provided in front of the 


decoration for the display of 
four Ray-O-Vac silver anni- 
versary flashlights. Across the 
front are spaces for showing 
six Ray-O-Vac flashlight bat- 


teries. 


Display is produced in five colors, 





Front Wheel Drive 
Irish Mail 


The Hill-Standard 
Co., Anderson, Ind., 





offers this Front 
Wheel Drive Irish 
Mail. In this new 
model both front 


wheels drive, with automobile type differential gear between. 
Wheels are 12 inch, with 20 tangent spokes and are tired 
with one inch rough tread rubber. Entire machine, excepting 
handle and seat, is of metal. It is attractively decorated. In 
addition to the regular wheel equipment, a spare wheel is 
provided. Front bumper tire cover, hub caps, seat rail and 
differential lid are nickel plated and polished. It is ball 
bearing equipped. Dimensions are: 57 inches long, 21 inches 
wide and over all height 16 inches. 


Telechron No. 563 
Electric Clock 


In addition to the Telalarm — 
without illumination, the War- 
ren Telechron Co., Ashland, 
Mass., has announced a tam- 
bour model, the Huntington, 
model 563, listing at $9.95. It 
has a 41% inch dial and an 
attractive, decorated mahog- 
any case with Spanish high- 
lighted finish. 








Frigidaire Corp. Christmas Plan 


The Frigidaire Corp., Dayton, Ohio, has a Christmas sales pro- 
gram for dealers. The “Medal of Honor” plate used in 1930 has 
been retained for this year, but the name of this silver plate has 
been changed to the “Gift Medallion.” A special booklet of 
pocket size for salesmen has been issued. It contains 24 pages, in 
two colors, giving points for making Frigidaire sales for Christmas 
gift purposes. The booklet points out how the sterling silver gift 
medallion makes the Frigidaire a personal gift, which at the same 
time is extremely practical. 

Instructions have been sent out on an “Economy Food Show” plan 
for the merchandising of both household and commercial units. It 
provides for a merchandising hookup with a food retailer, using 
Frigidaire equipment, including a household model placed on his 
floor for the duration of the show, with a household salesman on 
hand to demonstrate it. The dealer works with the user of 
Frigidaire’s commercial equipment in promoting a special drive for 
business. Attractive booklets in color entitled “A Practical Sug- 
gestion for Christmas” are available, in which is shown the line 
offered. Dealer’s order blank indicates cost of folders, stickers, 
courtesy credit cards, hand out booklets, etc. Mats for advertis- 
ing in local paper are available at no cost. 


DECEMBER 3, 1931 






































Your Customers 
are Interested 


in 
MORSE Tools 


UDGING from the advertising angle 
alone, we know that your custom- 
ers are interested in MORSE Tools. 


Morse advertisin3 brings a never-ending 





The Morse Line 
includes 
High Speed and Carbon 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 











stream of letters to 
us—requests for cat- 
alogs, for prices, for 
dealers’ names. 


There is only one 
answer: People are 
interested in these 
tools which give them 
extra workin life. 
Keep MORSE Tools 
before your custom- 
ers and get the bene- 
fit of their interest. 


MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 


























Your Poeket Knife Business 


How to Improve It 





O single 
policy in 
buying, 


selling or merchan- 
dising of pocket 
knives, so far as 
patterns, assortment 
or price are con- 





W. J. DRESS 





= devoted practically a life- 
time to the successful merchan- 
dising of pocket cutlery, Mr. Dress is 
able to present these important profit 
methods that progressive dealers will 
welcome. Here he offers in a few 
minutes reading and studying time, 
the benefit of his long experience and 
close observation of successful hard- 


ware store cutlery departments. 


In the selection 
of patterns, do not 
be entirely influ- 
enced by your own 
likes and dislikes. 
Try to be governed 
by the utility ad- 
vantages; study all 
the bladings of each 








cerned, can apply 
to the whole coun- 
try. Geographical location must always govern the policy. 

Southern Congress patterns would be a “drug” on the 
northwest market, while it is obvious that cattle knives in 
New York City would be harder to sell than silk hats to 
cow punchers. 


Building Your Pocket Knife Business 


To build your pocket knife business you must know 
what particular types and patterns appeal to the com- 
munity you serve. You must also determine what other 
patterns, from a utility standpoint, can be profitably sold 
through demand creation and demonstration. I remember 
seeing employees in the western North Carolina cotton 
mills sharpening sheep toe blades to a point for thread 
picking. I asked the dealer why he didn’t stock a “cotton 
picker” knife, as I named a small sabre blade pattern 
which today is an excellent seller in that section. 


MCH 


G 


Stock | Order 





pattern and their 
value to the worker or user. The exception ruling, no 
pocket knife stock should comprise less than _thirty- 
six patterns. Otherwise, it is next to impossible to have a 
price range on required patterns to make the investment 
possible. On the other hand no retailer need stock more 
than eighty-five patterns in order to include most any style 
knife and have a price range from 25 cents to $5.00, with- 
out duplication. 

Quantities of each pattern stocked should range from 
one sixth dozen to one half dozen, each gaging popularity 
and demand in individual numbers. The investment would 
not be very great, averaging as follows: 

36 pattern line $ 60.00 to $ 75.00 


50 pattern line $125.00 to $150.00 
85 pattern line $250.00 to $300.00 
(Continued on page 60) 


- 
‘ 


JULY SEPT 


Stock | Order 


Quantity listed under order, which is ordered, plus stock on hand, equals minimum stock level started with and 
less December sales at end of year, showing actual sales of each number, cost and profits easily . 
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WE 
WISH 


YOU 











MERRY CHRISTMAS 


AND A 


HAPPY NEW YEAR 


OW about this “new year”? Will 1932 bring you new 
business? e 

You bet it will if you go after it. We can help you boost 
your profit in your cutlery department. Our “Profit Building 
Sales Plan” will show the way. The right display plus the 
right merchandise for your specific locality equals greater 
profits for you. We mean that, too! This sales plan has 
actually increased sales from 35% to 65% in different terri- 
tories. 

Let’s get set for 1932. Write us your problem—let us study 
your individual needs and help you develop a profitable sales 
volume. Our plan must make you a profit or we don’t want 
you to keep it. 

Send the coupon below for complete information. Do it 
now! 





MAIL This 


CUTLERY COMPANY 


Coupon NOW Established 1876 


LITTLE] VALLEY, N. Y., U.S.A. 








CATTARAUGUS CUTLERY CO., 
Little Valley, N. Y. 
Gentlemen: 


Please send me a copy of your “Profit Building Sales Plan.” 
my cutlery department to make a real profit in 1932. 


| want to set up 


MINS oo ia. < ia 0-6-0 0:6.0:0- 6 01016 90:04 000 06 CRs b EO 4D 4 eH CREE a CEES Cee Ede tsrceeKeaeeee's 
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Your Trade Will Buy 


“EVERSHARP” 


10c, 15c, 25c and 50c 
SHEARS AND SCISSORS 


They Give Entire Satisfaction 





25c. Shears 


No. 104. Flat Pattern Straight Trimmer Shear, 
brightly nickel plated blades. Assorted, Red, 
Oramge and Green Enamel Handles. Assem- 
bled with brass bolt and nut. Six pairs each 
7” and 8” Shears in a box. $1 8 


Complete Lines f.o.b. Factory 
Made in All 
Styles and Sizes 










10c. Scissors 
No. 800. Blunt End School Scissors. Ground 
blades. Assorted, Red, Orange and Green 


Enamel Handles, 4” size. 60c Dos. Net. 
° f.d Factory 


EVERSHARP SHEAR CO. 
100 Hicks Street 
CONN. 


BRIDGEPORT 




















CHRADE ()AFETY 


Push Button Knife 


No Breaking 9 
Singer na 415 z 


salty 


Lock 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


revo VERLASTINLY YIN MARK 


SCHRADE CUTLERY co. ‘Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular type pocket knives 

Send for Catalog E. Factories: Walden, N. Y.—-Middletown, N. Y. 

















Your Pocket Knife Business 
(Continued from page 58) 


Next find out the quality line your competitors stock— 
stock as good or better for quality, avoid creating a lower 
price market with inferior merchandise and help maintain 
a high standard. 

After deciding upon the make or brand of pocket knives 
you will want to stock, put it squarely up to your source 
of supply that you want only standard stock numbers upon 
which you can reorder, and that at no time will you accept 
substitutions that will break down, most frequently, that 
which you aim to build—a profitable pocket knife busi- 
ness. 


Stocking the Line 


Stock your pocket knives by grouping various values 
with blades open, if possible, and establish *a stock level 
inventory system that enables you to quickly inventory 
your stock every sixty days. Your cutlery salesman would 
gladly take your stock for you. Why not delegate him your 
buyer. He cannot possibly overstock you. He will, as a 
matter of fact, have cause to study your interest more 
closely when he sees the results that a system illustrated 
on page 58 tells the true story. 


Marking the Stock 


For ninety per cent of the retailers I suggest that each 
knife be priced in neat figures close down near the tang 
on the glazed side of the master blade, or corresponding 
blade, if both be polished, sing chrome yellow mixed 
with bronzing liquid for an ink, if regular cutlery ink is 
not handy. Most manufacturers plainly stamp the stock 
numbers on the tang so there is no need of smearing blades 
with greased pencils, etc. If stock is kept wrapped in 
original wrappings it saves losses in finger rusted stock. 

The fact that every pattern is not a rapid seller does not 
mean that it should be discontinued. It may be the key 
pattern that stimulates the sale of others. To illustrate 
this point, premium stock knife patterns are constructed, 
usually, with sheep toe, spey or pen blades. While the 
pen blade is a substitute blade and wrong, nevertheless a 
demand has been created and preference is sometimes 
shown. If dealers will open all blades to the consumer, 
showing the difference, an additional profit can be made 
on the spey blade. 

Spey blades have many uses other than surgical—ink 
erasers, paper cutting, light leather cutting, grafting, etc. 

Punch blades, used by machinists in repairing and 
lacing belts, have many utilities. Plumbers use them in 
cutting out washers from leather; electricians, for wire 
scraping and boring holes; smokers, to clean pipes. Har- 
ness makers, radio mechanics and others have many uses 
for this blade. 

Keep your cutlery case free of top display items of other 
goods. Don’t put pocket knives on lower shelves, or in 
drawers, or in rear sections of the store, if you ever expect 
to build a cutlery business. 

With the greater part of the purchasing power in the 
hands of women, retailers must consider several angles to 
selling—cleanliness, epponanie, language, manners and 
perseverance. 

The “take it or leave it” age is past, and customers may 
often know values as well or better than the retailer him- 
self. More frequently he knows the utility value of tools 
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to the extent that a recognition of 
his knowledge is required. Mechanics % FASTEN TO 
h Sceew < e 
ave frequently been observed to eye sgl AXE ene 

walk out of stores just because sales- | "S9-<-—" 
people did not know or try to under- / 
stand their -demands. / HAND AND AXE 

Don’t gage a man’s pocketbook by / SHOULO BE CUT 

/ FROM CARD 


his clothes. Recognize that he may 
know something about the tool that 
he requires. Always show quality 
merchandise—your customer will 
quickly enough indicate that he 
wishes price merchandise. Knowl- 
edge of cutlery, its quality and uses 
will make many more sales than any 
disinterested or high pressure atti- 
tude possibly can. 





a 




















The sense of possession frequently 





sells a knife or tool, and, Mr. Retail- 

















er, try my idea of opening all blades, EYe \ 
rub the knife clean and bright, oil \ aay 
joints if necessary, and then, instead \ — 
of laying it on the counter, hand it 
to the customer. 

Occasionally blades are a trifle stiff to open, therefore an 
oil can nearby the stock is a good asset when showing a 4 Moving 
customer how well the blades open and shut, or how well Display 


they are fitted. Too many sales are lost because retailers 
open only the master blade and place the knife before the 
customer. 

Write the author of this article if you wish to ask any 
questions about pocket knives. 


This diagram is self- 

explanatory. It pro- 

vides an interesting 

moving display for the holiday season. The small drawing 

in the corner shows what the shadow box will look like 
when completed. 











Mrs. Dodd! 


Saves! Vil GF 


And because she saves, you sell and profit. Many 
men and women like her, in your locality, now avoid 
costly, time-consuming manicures, and depend on the 
handy pocket aid. Mrs. Dodd writes: “I have one 
of your “Gem” Nail Clippers that was given me 23 
years ago, and is still in use today in excellent con- 
dition. The nickel finish is hardly marred, and the 
cutting edge as good as ever.” 






Their properly curved and tested edges stay 
sharp. Our counter cards, containing Gems 
in flashing cellophane, are tireless and wage- 
less salesmen always selling for you. 
them! 


Try 





~ Gem, Jr. 
Retails at 35 cents 





Gem 
Retails at 50 cents 


THE H. C. COOK CO., Ansonia, Conn. 





No. 12 Butcher and Slicer 
Assortment 


Household Butcher, Slicing, Bread, and 
Cook Knives That Retail for 49c Each 


Packed 1 Doz. in Display 











Order Thru Your Jobber 


THE ONTARIO KNIFE 
Franklinville, N. Y. 
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You Be the Judge! 


Place U. S. Poultry Fence along side of any poultry netting 
on the market! See how uniformly it is made! Note that, 
like in farm fence, the line wires run parallel! Note, too, 
how the non-slip hinge joints lock these continuous line 
wires into a strong, rigid fabric of even tension! Then 
consider these facts about this modern, straight-line netting: 


It stretches to wood or steel posts; 
It requires no top-rail, no baseboard; 
It cuts easily and without waste; 
It saves time and labor in building; 
It can be moved and re-stretched; 

It costs no more. 


Se 


. 


U. S. Poultry Fence, because of its consumer acceptance, 
now is handled exclusively by thousands of dealers. They 
actually have reduced inventory, speeded up turnover and 
increased profits by concentrating on this faster-selling, 
nationally-advertised line. 


This year insist upon U. S. Poultry Fence-distributed only 
through the regular jobber and dealer trade! Ask your jobber 
or write us for free sample and complete information! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL Farm, Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 





U.S. Poultry Fence 


“The Netting That Stands PAlone’ 
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Nesco Circulating 


Kerosene Heater 


The Nesco circu- 
lating kerosene 
heater, made by Na- 
tional Enameling & 
Stamping Co., Inc., 
270 North Twelfth 
Street, Milwaukee, 
Wis., has an _ hu- 
midifying pan of 
114- gal. capacity, 
from which moist- 
ure circulates into 
the room as the hot 
air circulates. The 
maker states that a 
gallon of water will 
evaporate from the 


| pan in the “Nesco” 
| in about 12 hours. 
| It is equipped with 








two Dubl-Hot burners, such as are used on Nesco ranges and 
stoves. Sides, perforated panel, door and bottom tray are 


finished in walnut porcelain enamel, while top is marbleized 
porcelain enamel. Fuel tank is all metal, with 2-gal. capacity. 
List price is $29.50. Dimensions are 31 in. high, 2434 in. wide 
and overall depth is 2234 in., including tank. Weight is 


5214 Ib. 





relieving strain and giving the golfe. in- 
creased control of his ball, in some strokes, 


says the maker. 
enlarged view of the interior of the com- 


pensator shaft. 








Telechime Electric 
Chiming Sets 

Illustration shows the Aristocrat model 
Telechime electric chiming system, made 
by the Telechime Division, General Kon- 
trolar Co., Inc., 200 E. Ist St., Dayton, 
Ohio. It requires only ordinary bell wiring, 
operating from its 16 volt A. C. transformer. 
Front door push button plays a variety of 
cathedral chime refrains, a different melody 
each time. Musical keyboard and book of 
Telechime melodies provides for dinner 
chimes, etc. It may also be used for pag- 
ing system for telephone, etc. Electrical 
interlock prevents signal interference. 





“True Temper” 
Compensator 
Golf Shaft 


The “True Temper” 
compensator golf shaft, 
made by The American 
Fork & Hoe Co., Cleve- 
land, Ohio, is of seamless 
alloy tubing of ultra air- 
plane specifications _ ta- 
pered by step down proc- 
cess. Four channels in 
the wall extend from grip 
to tip, giving a perfectly 
compensating and _bal- 
anced torsional action, 


Illustration shows slightly 
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Atwater Kent 
Radio Receivers 


The Atwater Kent 
Mfg. Co., 4700 Wissa- 
hickon Ave., Philadel- 
phia, Pa., offers this 
compact model 82 
with matched butt 
walnut panel, carved 
twist pilasters and or- 
namental grille. Cir- 
cuit is  superhetero- 
dyne with variable-mu 
tubes, pentode, tone 
control, quick vision e 
dial and antenna ad- —— . ; 
juster. It is for use 
with 60-cycle, 110-volt, A.C. current. List price in the East 
is $69.80. Other models range from $62.80 in the East, 
including console and compact models. Model 81, automotive 
set, lists at $89.50, with tubes and “B” batteries. It uses 
specially developed tuned radio frequency circuit and employs 
7 tubes. 


A.A RAANANAN bed 
wad | 
















Movie-Maker 
Projector 

The Movie-Maker projector, 
listing at $12.75, projects 


large pictures and operates by 
a hand crank at any speed de- 
sired. It is equipped with 
100-watt standard projection 
lamp, pre-focus type and two 
400-ft. reels. It may be op- 
erated from either A.C. or 
D.C. electric socket. Weight 
is 6144 lb. The Vita- 
scope Corp., 200 
Fifth Ave. New 
York City, is the 
maker. 


PATENTS 
PENDING 


Dover Electric Irons 


Pili nme tr a- 
tions show two 
members of the 
Dover line of elec- 
tric irons, made 
by The Dover 
Mfg. Co., Dover, 
Ohio. No. 5DX 
has an easy tilt 
rest, red rubber, 
unbreakable _at- 
tachment plug 
and chrome 
plated finish. It lists at $5.00. 





It operates at 110 volts, 600 
watts. Lady Dover Speed-O-Matic is a 1000 watt instant con- 


trol model with chrome finish, 
Circassian walnut handle, 
flanged edge, finger touch reg- 
ulator, cord and unbreakable 
plug to match. It operates at 
110 volts, 1000 watts. List 
price is $8.75. Dover lingerie 
iron No. 321%X is a _ three- 
pound traveling size, chrome 
finished model, with red and & 

green handles and silk cord to match. It lists at $2.25. 
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SHERMAN 


Portable Spray Head 


A Very At a 
Practical Very 
Spray Low 

Head Price 











Helps the Dealer 
Sell Extra Hose and Fittings 


The SHERMAN Portable Spray Head is so 
simple in design and construction that it can 
be manufactured at minimum cost. This per- 
mits it being sold at such a low price, that 
home owners can well afford to buy sufficient 
spray heads to provide a practical sprinkling 
system for their lawns and gardens. 

These spray heads are easily connected to hose 
in series. Most customers will buy a carton of 
four spray heads with two caps to meet re- 
quirements. Some will need extra coupling to 
divide old hose—others will need new: hose to 
extend system. You will sell lots of additional 
equipment and supplies at a good profit. 


All SHERMAN Portable Spray Heads are 
made of durable BRASS, thoroughly nickeled 
and securely mounted on an attractive heavy 
pressed steel base that will not tip over. No 
adjustment required. Order early for Spring 
trade. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 

















Improved Bracket for 
Klosquik Door-Closer O 


An improved bracket for use with the 
Klosquik Door Closer, where hinge does 
not extend outwardly or does not have ball 
top, is now offered by the Door Spring 
Corp., 45 Astor Place, New York City. Bracket is placed on 
frame of door by means of screws to extend outwardly be- 
tween door frame. A fine grade nickel finish is now used on 
the closer itself, as well as a better grade of steel. Dealer 
cost of the new type bracket is 50c. per doz. 


e) 








GE Filatplate 
Ironer 


The General Electric Co., 
merchandise department, 
Bridgeport, Conn., offers this 
Flatplate ironer, which is 
simply operated. It may be 
used on shirts, children’s 
dresses, pleats, men’s suits, 
women’s dresses, etc. Ironing unit is permanently mounted 
in a table with white removable white porcelain, acid-proof 
table top. When not in use ironer becomes a kitchen 
table. When ironing is being done, table top is removed and 
sides and back unfold into three shelves, which may be used 
as a storage space. In front is a lap board, which keeps 
damp clothes from resting in operator’s lap. Operator may 
sit while doing ironing. Aluminum shoe is heated by two 
Calrod elements, individually thermostatically controlled. 
Thermostats have three heats. The maker states the pres- 
sure and regulated heat enables ironing of clothes direct 
from spinning basket or wringer without the necessity of 
line-drying. 





Weber “Educator” Fly Casting Outfit 


The Weber “Educator” fly casting outfit, made by the 
Weber Lifelike Fly Co., 233 W. Ellis St., Stevens Point, Wis., 
is available in two sets, No. Tl, the trout model, and No. B2, 
the bass model. Introductory list price is $14.95 for either 
type. Dealer cost fs $10.75. No. Tl is specially designed 
for all types of American trout fishing or for rock bass, 
crappies, perch and bluegills, while model B2 is heavier and 
equipped with lures and other units for pursuit of black 
bass, pike, pickerel, musky and salmon. No. Tl has Weber 
Educator fly rod, 8% ft. No. 102 Weber-Henshall reel, 
Weber-Henshall E. level line, 6 ft. Straintest Light tapered 








leader, 6 ft Straintest leader, RM6, 12 Weber wet flies, 6 
Weber dry flies, 3 Weber spinner flies, No. W3 nickel spin- 
ner, No. 63 aluminum fly box, Weber “roll-up” line dresser, 
bottle Floto dry fly solution, Reddi-Moist leader pouch, fly 
tackle carrying case and 1 book of “Moviegram” instruc- 
tions. Model B2 has 91% ft. Weber Educator fly rod, No. 102 
Weber-Henshall reel, Weber-Henshall D level line, 41% ft. 
Straintest Leader, P1M414, 4 ft. Kane pole leader, Whisker- 
bug, size 1/0, 6 Spinner flies, size 4, bass flies (inverted), size 
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1/0, Fly Rud Mouse, One-U-Spinner, size 4, Humdinger 
Spinner set, Basakle, size 1/0, No. W.3 nickel spinner, No. 
63 aluminum fly box and the same line dresser, fly solution, 
pouch, carrying case and book of instructions as the other 
model. 


| Ashaway 
A. J.’s Soft 
Finish Line 
and New 
Line Box 


The Ashaway 
Line & Twine 
Mfg. Co., Asha- 
way, R. IL, has 
brought out a 
new line box, as 
well as a new 
fly casting line, 
Ashaway A. J.’s 
Soft Finish. This 
line is similar to 
the Ashaway 
Crandall’s Amer- 
ican Finish, but 
priced lower. It is weighty, smooth, very pliable and elas- 
tic, dark olive green colored. It is made in the following 
sizes: level, 25 yd. coils, sizes H to-C, list $1.00 to $2.50; 
double tapered, 30 yd. coils, “stze H E H, $6.00; H D H, 
$6.50, and H C H, $7.00. The Ashaway J. T.’s line box is 
of bakelite with telescoping lid. On the ventilated bottom 
of the box is a line spool revolving on a stud. At one side is 
an opening for drawing off the line. Top and bottom of box 
are labeled. Boxes are supplied with Ashaway tapered lines 








ABC Liberty 
Washer 


The ABC Liberty 
washer, made by 
Altorfer Bros. Co., 
Peoria, Ill., is de- 
signéd to meet price 
competition. Fea- 
tures include ABC 
swinging wringer. 
Action of the flexible 
balloon roll combina- 
tion of the ABC 
Wringer dryer has 
four equalized 
springs controlling 
wringer pressure. 
Other features in- 
clude: oversize bal- 
loon rolls, three-wing 
floating agitator 
which controls cush- 
ioned washing action, 
ABC gear case, West- 
inghouse _ standard 
motor, full 55 Ib. 
family capacity, ex- 
terior and_ interior 
finished in gray porcelain, enameled in ABC’s own factory. 
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FORSTNER 


Labor Saving 
) AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


newels, 























The Wolves of Lenox— 


How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
‘a Scotland and rushed with the 
sa speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
“™ and clean cutting teeth—when 

peg wolves of Lenox were on the 
job! 














Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’ —from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 
Mfg. Co. 
Springfield 





Mass. 
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THERE’S PROFIT IN DOORS THAT NEED 


ILCO KEY-BLANKS 


And there’s a reason for that 
profit! ILCO has put its entire 
resources into encouraging the 
key-cutting business. Branch 
offices located at strategic 
trade centres throughout the 
country bring you unequalled 
ILCO service. Continuous study 
is given to ILCO products to 
maintain their high quality. 
ILCO is accepted everywhere 
as standard because of its guar- 
anteed quality, its reasonable 
price range and the prompt 
service it offers. It will pay 
you to investigate the oppor- 
tunity offered by ILCO key- 
blanks. Act now! 


OO 


O 
a 





FITCHBURG 
MASSACHUSETTS 


THE INDEPENDENT LOCK COMPANY 





Poultry 
Netting with 


an Identity 


Superior Brand 
always a quality 
product—is iden- 
tified readily by 
the brightly col- 
ored rooster 
trade-mark in 
every bale. 


At Your Jobber 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Just a wipe with a cloth 
keeps them clean and shining| 


Show your customers how easy it is to keep 
_. these Bakelite Molded door knobs clean and 
shining. Tell them how the color goes all the 
way through, how they never need polishing or 
replating, how the lustrous finish lasts indefi-- 
nitely. You'll find lots of people, especially the 
housewives, will be interested, because dull, dirty 
knobs that need constant attention destroy the 
appearance of otherwise beautiful doors. 


If you haven't a stock of these easy selling, 
profitable knobs in your store, write to their 
manufacturer, The National Brass Company, 
Grand Rapids, Mich. They will gladly supply you 
with complete information and put you in touch 
with the nearest source of supply. It will be 
worth your while, too, to write us for a list of the 
many other fine hardware items which employ 








“Don't draw on me 
for any fence — until 
you investigate Keystone 
Non-climbable” 


(Lower lst cost and years longer 
service are money savers!) 





Keystone Non-Climbable Fence is protected by 


| an extra thick coating of rust-resisting zinc, fused 
| to the copper-bearing steel by Keystone’s pat- 


ented “Galvannealing” process. Costs less than 
chain link fabric. : 

Just the thing for yards, schools, estates, parks, 
cemeteries, playgrounds, orchards, kennels, fac- 
| tory sites or wherever a non-climbable as well 


| as ornamental protective fence is required. 


The stiff one-piece stay wires are only two 
inches apart—line wires only four inches apart. 
Correctly erected, it cannot be broken down 


| from the top or rooted up from the bottom. 


100 and 150 foot rolls, 36, 40, 48, 60, 72 and 


| 84 inch height in No. 11 and No. 12% gauge 


wire. Posts, attachments, gates may be had to 


| match. Write for samples and complete details. 


|'KEYSTONE STEEL & WIRE Co. 


Peoria, Illinois 


Also makers of famous “RED BRAND” 
hog, field and poultry fences; nails, barbed 
wire, posts, gates and other wire products. 





Bakelite Materials. 


BAKELITE CORPORATION, 247 Park Ave., New York 
CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 








Even old Father Time 
is surprised at the 
rust-resisting quali- 


ties of this patented 
“Galvannealed’” wire 














BAKELITE 


THE MATERIAL OF A THOUSAND USES 


umber of present ond have uses of Botelite Corporation s produc. 








(i 
LEE 


KEYSTONE NON- CLIMBABLE FABRIC 





momtocwed by Botehte Corporation Under the copaal “B” 6 
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True Temper No. 50 
Carton Opener 

The Kelly Axe & 
Tool Division, The 
American Fork & Hoe Co., Cleveland, Ohio, is offering the 
No. 50 True Temper carton opener. It is for use in opening 
cartons, cases, crates, boxes and barrels, in stores, ware- 
houses, markets, etc., and may be used to advantage in the 
household and on the farm. This tool is of forged, solid 
steel, with strong, double-edged, tempered blade; 13% in. 
long. Weight is 11 oz. It is packed in individual carton 
and lists at 50c. each. 





“Grips-It”” Christmas 
Tree Ornament Fastener 
The General 
Hardware Corp., 
ORNAMENT 240 N. Milwau- 
FASTENER kee St., Milwau- 
kee, Wis.,  re- 
cently took over 
the assets of the 
Wisconsin Spe- 
cialty Mfg. Co., 
of the same city. 
One of the items 
taken over is the 
“Grips-It” —fas- 
tener for Christ- 
mas tree orna- 
ments. It lists 
at 10c. per pack- 
age, and is now 
being offered the hardware trade. Twenty-four packages are 
packed in an attractive highly colored counter display carton. 
Dealer cost on the carton is $1.20. 





Sallee Bros. Hickory Handle 
Assortment in Attractive Chest 

Sallee Bros., Pocahontas, Ark., offer a chest assortment of 
98 hickory handles. Handles are selected and lacquered. Each 
handle is finished in ivory and orange. Chest is of green 
color. Refills are available. Assortment which costs dealer 
$20.00, has a total suggested retail selling price of $33.70. 





Assortment includes: 24 S.B. axe handles, list 50c. ea., 12 
D.B. axe handles, list 50c. ea., 6 R.R. pick or mattock handles, 
list 50c. ea., 6 sledge handles, list 35c. ea., 2 adze handles, 
list 50c. ea., 24 hammer handles, list 20c. ea., 12 hatchet han- 
dles, list 20c. ea., and 12 assorted machinist handles, list 
20c. ea. 
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No. 220 Size of Butt — 334 x 34g In. 


N lovely homes 


where details mean so much 


{ GRIFFIN 


Fa INKGp IRS 


are found--because they com- 





bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


(SRIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 














Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase St; 
CHICAGO: 162 N. CINTON Sr. SAN FRANCISCO: 703 Market Sr. 
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Flexible Flyer Sled Has 
New Steering Device 


The Flexible Flyer 
sled, made by S. L. 
Allen & Co., Inc., Phila- 
delphia, Pa., has an im- 
proved steering feature, 
designed to make steer- 
ing easier and to permit 
the making of sharper 
turns. Instead of the 
rigid steel bar across : 
the front of the sled, as formerly, there is a two-piece steel 
bar joining the runners, and connected with the hardwood 
hand or foot control. Over it is a steel guard for added 
strength and protection. This “break” in the steel front 
makes the runners respond easily to the slightest pressure, 
and gives increased steering radius. Illustration shows the 
new feature. 








U. S. Apex and 
Gloritone Sets 


Four new models were re- 
cently added to the U. S. 
Apex and Gloritone line of 
radio receiving sets offered by 
U. S. Radio & Television 
Corp., Marion, Ind. Models 
7-A and 7-B, of the U. S. 
Apex line, are seven-tube re- 
ceivers, one being a_ table 
model and the other a console. 
Features include automatic volume control, tone blender, spot 
light dial and full range mu and pentode tubes. Model 7-A 
is 175% in. high and console model 7-B is 4014 in. high. 
Models 99-A and 99-B U. S. Gloritone sets are five-tube mod- 
els. No. 99-A is table cabinet 165% in. high, while 99-B 
console is 3814 in. high. 








New Departure Wringer For 
Power Washing Machines 

For use on power 
washing machines, 
of standard makes, 
The Corcoran Mfg. 
Co., Cincinnati, 
Ohio, makes the 
New _ Departure 
wringer. The en- 
tire frame, with the 
exception of the 
top bar, is drawn 
and formed out of 
a single piece of 
steel, eliminating 
all seams, welds 
and cracks, which have a tendency to hold water and start 
rust. Drain board is formed with a “back-bone” of steel be- 
tween the vertical posts or housings making a very rigid 
frame and doing away with any possibility of spreading or 
weaving of the frame structure, says the maker. Drain board 
extends the extreme length of the frame construction, allow- 
ing ample space and easy freedom for the clothes to pass 
into the wringer. There are no sharp edges or corners in 
any portion of the frame to tear or injure the wash. Wringer 
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has an intantaneous positive acting pressure release. By a 
slight push or pull on release bar, top frame member is 
detached from frame, and by a unique arrangement of twin 
hooks sliding in slots in the wringer post, is prevented from 
flying off the wringer, followed by the pressure springs and 
rolls. Top bar is easily and quickly replaced with one hand. 





*“Kitchenkook’”’ Console 
Gasoline Pressure 
Range 





Aconsole 
model or “ta- 
ble-top” range 
with four cook- 
ing burners, 
oven and broil- 
er, has been 
added to the 
American 
Kitchen kook 
line of gaso- 
line pressure 
stoves. Oven is insulated. Cooking burners are concealed by 
a cover which raises and forms a splasher back when the 
range is in use. It is finished in dark green marbleized and 
ivory porcelain enamel. There is a roomy compartment with 
a removable shelf for the storage of kitchen utensils. Amer- 
ican Gas Machine Company, Inc., Albert Lea, Minn., is the 
maker. 








Fisher-Price Pop-Up Kritters 


Two members of 
the Pop-Up Krit- 
ters line, made by 
Fisher-Price Toys, 
Inc., East Aurora, 
N. Y., Stoopy 
Storky, No. 410, and 
Tailspin Tabby, No. 
400, are illustrated. 
Bead and _ string 
construction allows 
Pop-Up Kritters to 
spring up, squirm 
and crumple with 
a pull on the string. 





Each of the Pop- 
Up Kritters is con- 
trolled by the pres- 
sure of a finger on 
the rings. The fig- 
ures are in attrac- 
tive colors. List 
price of Stoopy 
Storky is 75 cents, 
while the suggested 
retail selling price 
of Tailspin Tabby 
is $1. Other mem- 
bers of the Pop-Up 
Kritters line are 
Dizzy Dino, a pre- 
historic animal, and Lofty Lizzy, a giraffe. The company pro- 
duces pull toys, circus sets and zoo sets. 
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The Heavy Duty Wrench 


Sell the COES All-Steel Wrench for the heaviest work 
in exposed places. It withstands heat, dampness, steam 
and water. Sizes: 6” to 21”. 


Please Order from Your Jobber 
BEMIS & CALL CO., Springfield, Mass. 














FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 


50 years on a DOOR 


good for 50 years more 














AUTOS 


L 
Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinge—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Milliens and Millions of Peeple 








Factory at Brooklyn, N. Y. 













DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 





We will be glad to help you 
with your sales problems. 


Hardware Age, 3.2% 












Where an Inch is an Inch! 


Genuine Russell Jennings Auger Bits are ground with 
extreme accuracy. A one-inch bit bores a hole exactly 
one inch in diameter, without binding . . . and every other 
size is just as accurate. 

If your customer wants ACCURACY, you will earn his 
good will and make more money yourself by selling him 
the Genuine Russell Jennings (full name always on the 
round.) 

Distributed Thru Wholesalers 
THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 


Rael Cennings 


AUGER _ BITS, 
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nas HIGH SPEED DRILLS 


e Red Shield” in actual red color is 
stamped on each drill. 


geste: Te STANDARD TOOL (0. 


CLEVELAND 
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A pat tas 3 





New York Chicago 


SMYERS “rane 
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‘4 STORE LADDERS 
six 
si: im 
Lt a MODERNIZE STORE METHODS 
rt | 1g Ma provide adequate storage facilities for shelf stock—te 
Lt | i and clerks and stock men 
HN 1y to. handle with absolute safety—-to , *- quick service for 
As. ay wholesale or retail trade—install one or more 
a MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
| Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
















tion and noise and produce a ladder of ample ——_ for 
safety, and One style onl: of 
design—attractively finished —any height—easlly. =~ Pad 
meets most requirements. Circular on request. 


mEFE MYERS & BRO.co.} 


ASHLAND, OHIO. : 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 











Quick Profits for Dealers 


Our new one-dozen Displays of 


Moore Push-Pins 


and 
Moore Push-less Hangers 


Attract attention and will bring you many 
additional sales. 


Order through your Jobber, or write 
for full information. 


MOORE PUSH-PIN CO. 


113-125 Berkley St., Philadelphia, Pa. 
































Most imitated nozzle on 
the market—that’s the 
Boston Nozzle. Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
» tons in full color 
lithographed dis- 
play packages. 
THE 

BOSTON 


NOZZLE 














| BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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Convention Calendar 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT As- 


SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 17, 18, 1932. Charles R. 
Freeman, secretary, Branford. 


IpaHo ReTatL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E* E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913. 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa Reta HARDWARE ASSOCIATION CONVENTION AND 
ExHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con-. 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


I_tinois RetarL HARDWARE ASSOCIATION CONVENTION. 
AND Exuisit. Headquarters and meetings, Hotel Sherman,. 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer-. 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag-. 
ing director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION CoNn- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


MicuHican RetatL HARDWARE ASSOCIATION CONVENTION 
AND ExHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, 1112 Capital Bank Tower, Lansing. 


Minnesota RetTatL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missourt RetaiL HARDWARE ASSQCIATION CONVENTION 
AND ExuiBition, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConveENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 


mage, secretary-treasurer, Bozeman. 


“Mountain STaTES HARDWARE AND IMPLEMENT AsSOcIA- 
TION CONVENTION, Denver, Colo., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Colo. 


NationaL House FurNIsHING MANUFACTURERS AsSO- 
CIATION, FirTH ANNUAL EXHIBIT, Stevens Hotel, Chicago, 
Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
Builders Bldg., 228 N. La Salle St., Chicago, II. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 


Lincoln. 
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New EncLaNnD RETAIL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExHisBition, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler. 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


New York StaTE RETAIL HarpwarE AssociATION Con- 
VENTION AND ExPosiITION, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
HHotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


NortH Dakota Retait HarpwarRE AssociATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 


Onto HarpwaRE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OKLAHOMA RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuHisition, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles’ F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

OreEGON RETAIL HARDWARE AND IMPLEMENT DEALERS 
AssociaTION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Paciric NorTHweEST HARDWARE AND IMPLEMENT Asso- 
CIATION CONVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CoNVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Building, Philadel- 
phia. 

Souty Dakota Retart HarpwareE AssociaTion Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNVENTION, in conjunction with a Modern Home Show, 
Los Angeles, dates to be later decided. J. V. Guilfoyle, 
secretary, 420 E. 8th St., Los Angeles. 

Texas HARDWARE AND IMPLEMENT AssOcIATION Con- 
VENTION, Gunter Hotel, San Antonio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 

West Vircinta RetaiL HARDWARE AssOcIATION CoNn- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. 
Clower, secretary, Box 127, Oak Hill. 

WESTERN RETAIL IMPLEMENT AND HARDWARE AsSSOCIA- 
TION CONVENTION AND HarpwaRE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin RetatL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay 
Ave., Milwaukee. 
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SAMSON SPOT, PHOENIX and SACHEM ":rands 
each the standard of quality for its particular uo > 
“There IS a Difference in Sash Cord 


OTHER BRAIDED CORDS* COTTON TWi?'ES 





Send for catalogue, samples and selling informa:ion 
g § in] 









Consistently Profitable 
[|BS The Brown & Sharpe policy is to add new 


tools to keep pace with the changing de- 
mands of skilled mechanics. As a Brown & 
Sharpe Dealer you are able to secure a consis- 
tently profitable business from this important 
class of customers. Brown & Sharpe Mfg. Co., 


Providence, R. I. 


Brown & Sharpe Tools 


“World’s Standard of Accuracy” 


NO SPECIFICATION 
sounder CAN BE MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional means of express- 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


SARGENT 


LOCKS AND HARDWARE 

















It’s Fast—and It Lasts 


For cutting speed, Pike India Oilstones are un- 
excelled. At the same time they will outwear any other 
oilstone and hold their shape bet- 
ter. Expert mechanics know there 


is no better stone than the 


Pike India Oilstones are made from Norton 
Alundum abrasive, an electric furnace product 


which is appreciated everywhere for its out- 
standing qualities of hardness, sharpness and 
toughness. Long wear, fast-cutting, and absolute uniformity 
make them of exceptional value in modern machine shops 
where exacting conditions prevail. Be sure to order Pike India. 


Pike Manufacturing Co., Pike, N. H., U.S. A. 


at 

















CLASSIFIED ADVERTISING 
RATES Accounts Wanted” 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 1 imch ...cceeces 
and “Sales Representa- 


tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines...... $3.00 

Each additional line 

All Capitals, Minimum of 5 lines.... 4.00 

Each additional line 
Average 10 words to a line 

Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 

° 0026 c0008 sees see 

Each additional inch....... ecsccee 400 
Discounts for Classified Advertising 

4 insertions, 10% off, 8 insertions, 15% off. 

Due to the special rate, these discounts de 

not apply on Position Wanted or Help 

Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 

Address your advertisements and replies to 

HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 























HELP WANTED 


POSITIONS WANTED 





SALESMAN WANTED—Large agency covering New England and 
New York, controlling a number of strong lines selling to the Hardware 
and Housefurnishing trade has opening for man to cover Western N. E., 
also man for Maine. Only man of highest type dered. Must be well 
acquainted with Jobbers and larger retail trade. Commission proposition. 
Splendid opening for man wishing a permanent connection with unlimited 
future. Apply stating experience and references, etc. Address Box J-564, 
care of Harpware AcE, New York City. 


WANTED, SALESMAN—A live wire with car, living in St. Louis, to 
canvass hardware jobbers and dealers in and around St. Louis on a 
lock line of national reputation. Territory open after first of year. One 
with experience and having had desirable contact with this trade preferred. 
Write giving age, experience and other particulars. Address Box J-565, 
care of Harpware AcE, New York City. 











POSITIONS WANTED 


FIFTEEN years’ experience, Hardware, Housefurnishings, Electrical 
and Plumbing Lines. Thoroughly familiar with every phase of business, 
Sales Management, Merchandising, Sales Promotion or Buying, have han- 
died all of these departments with some of the largest companies in 
America. My records are clean, my references of the highest type. 
If you have an opening; for a clean cut man of 36, conscientious, and 
who can dream, think and act on his own initiative; write me. I am 
sure your time shall not be wasted. Address Box J-566, care of HARDWARE 
Ace, New York City. 


AMERICAN, age 27 years, married, 2 children, High School and 
Business College training, 14 years hardware retail and Jobbing expefience 
in General hardware. Mill, Mine and Contractors supplies, as General 
Manager, Sales and Merchandise Manager, and Purchasing Agent. Inside 
and outside sales experience. Desire position with Jobber, Retailer or 
Manufacturer. Salary moderate, location immaterial. A-1 references. 
Address Box J-558, care of HarpwARE AGE, New York City. 








EXPORT MANAGER—FOREIGN REPRESENTATIVE, Advertiser 
with ten years selling and residential experience in South America, thor- 
ough knowledge of export business and advertising methods, is desirous 
of conducting export department of manufacturing concern, seriously in- 
terested in developing their foreign business. Willing to travel or act 
as representative in foreign field. W. F. BERGGREN, 10 Bridge Street, 
Room 109, ‘New York City. 


EXPERIENCED HARDWARE MAN, 30 years of age, married, sober 
and industrious. 12 years’ experience in wholesale and retail hardware 
business as store salesman and road salesman. I want a position with 
good reliable firm, will consider store work or road work, can furnish 
best of references, moderate salary, will go anywhere. Address A. A. 
DAVIS, 1229 East Duffy Street, Savannah, Georgia. 








YOUNG MAN, 27, college education, four years as assistant hardware 
buyer for New York’s leading department store. Six years selling hard- 
ware and housefurnishings in the Metropolitan area for two prominent 
jobbers. One year as departmental head for one of the largest hardware 
jobbers in the East. At liberty, capacity no object. Address Box J-568, 
care of HarpwareE AGE, New York City. 


HARDWARE MAN—Age 31, married, Christian, have 15 years’ ex- 
perience in the buying and selling of hardware, tools, etc. General all 
around repair man, window trimming. Position in either Dutchess, Ulster, 
Orange, Putnam or Rockland Counties. A. C. BRUH'NS, 2704 University 
Avenue, New York City. 


I HAVE HAD TWELVE YEARS OF EXPERIENCE with three years 
of road selling in shelf and builders’ hardware, paints, sporting goods, 
plumbing supplies, housefurnishings and farming implements. Can fur- 
on of references. Address Box J-456, care of HARDWARE AcE, New 

or. ity. 











SALES REPRESENTATIVES WANTED 





HARDWARE MAN, 20 years’ experience all lines, wholesale and retail, 
desires connection as buyer, sales manager, store manager, or field sales- 
man, Can handle any branch of the business thoroughly. Familiar with 
jobbing trade in Eastern and Southern States. Can take up duties any- 
where or can travel extensively, references sent upon request, age 40, 
single. Address HARTIG, No. 2B, 55 Morton Street, New York City. 


YOUNG MAN, 30 years old, single, with a good education desires a 
position with a reliable firm. Will accept work in store or will travel 
anywhere. Have had several years’ experience in the retail store. The 
firm I was employed “i! being discontinued has forced me to seek work 
elsewhere. Best of references furnished. Address Box J-559, care of 
Harpware Ace, New York City. 





We have a wonderful opportunity for a young man owning a car and 
acquainted with the Hardware, Radio and Electrical line to cover the 
Metropolitan district within a radius of 50 miles. Salary and commission. 
Address Box J-569, care of HarpwarE AGE, New York City. s 





SALESMEN WANTED—To sell Malleable Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 7%4% commission on direct or re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 

ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 1& 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 








PROGRESSIVE YOUNG MAN, 28, seven years’ thorough experience 
with wholesale and retail hardware firm in Metropolitan New York dis- 
trict. Desires connection with Manufacturer or Wholesaler. Good sales 
ability. Pleasing personality—and real hard worker. Reasonable salary 
or Drawing Account against commissions. Address Box J-561, care of 
Harpware Acz, New York City. 


I CAN sell hardware because I know hardware and enough of the prob- 
lems of the Jobber and Retailer to talk intelligently to them. Either Tools 
or Builders’ Hardware specialties. Have had some experience as Sales 
Manager. Acquainted with the trade from Texas to Maine. Address 
Box J-563, care of Harpware Ace, New York City. 


HARDWARE MAN, 45 years of age, married, temperate and indus- 
trious wishes to make connection with some reputable Hardware Concern. 
Capable of conducting affairs of large concern. Salary can be arranged. 
oe ag ve furnished. Address Box J-562, care of HArpware AcE, New 

or ity. 


EXPERIENCED SALESMAN would prefer Metropolitan New York 
area, selling to wholesalers or retailers, or both. Experienced in hardware, 
tools, housefurnishings and specialties. H'as good following in trade. 
Address Box J-555, care of Harpware Ace, New York City. 


, HARDWARE MAN—12 years’ retail experience in all its branches de- 
sires permanent connection with retail or wholesale concern willing and 
conscientious worker and real live wire, best reference. Address Box 
J-567, care of Harpware Ace, New York City. 


HARDWARE MAN with twenty years’ experience selling hardware 
paint and sporting goods retail in Virginia, wishes to make connection with 
some a? house, can give the best of references. Address Box J-560, 
care of Harpware Ace, New York City. 
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SALES ACCOUNTS WANTED 


AN UNUSUALLY HIGH CLASS MAN of high reputation and wide 
acquaintance among Hardware Jobbers and allied Steel Products quantity 
consumers is opening a sales agency in Cleveland, Ohio, to serve Cleveland 
and surrounding territory. If you are a manufacturer of a quality product 
sold through the jobber and to large consumers and are not satisfactorily 
represented in that territory, you now have an opportunity to make a 
splendid connection. Address Box J-551, care of Harpware AcE, New 
York City. 

MANUFACTURERS REPRESENTATIVE. New high class organiza- 
tion being formed for hardware and housefurnishing trade, Metropolitan dis- 
trict of New York. Head has broad acquaintance, twelve years standing. 
Your chance for aqyreenive hard hitting, thorough representation in world’s 
greatest market. lectric, gas stoves, ranges, heaters, other items. Ad- 
dress Box J-543, care of Harpware Ace, New York City. 

A MANUFACTURER’S AGENT with Boston Office selling Boston 
Jobbers and Large Retail can handle additional line of real merit from 
strong and reliable manufacturer. Can furnish Bank and Commercial 
References. Might concentrate on one good line. Address Box J-570, 
care of Harpware Ace, New York City. 














BUSINESS OPPORTUNITIES 


HARDWARE STORE FOR SALE. Located in a busy thoroughfare. 
Established_for the past twelve years. Good locksmith and general repair 
business. Owner wants to retire. Address Box J-557, care of HARDWARE 
Acz, New York City. 
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The CLAWSON 
ICE SHAVER 


This thoroughly 
practical ice shaver 
with Enamel Pan 
may also be used as 
a table or bench ma- 
chine by simply re- 
moving the legs. 
This makes it pos- 
sible to shave the ice 
into a larger con- 
tainer when desired. 
Style shown is for 
Hand Power opera- 
tion and 


hao Block of Ice 7" in Diameter 


uipped with Removable Cutting Knives—Ad- 
pa le to shave coarse or fine. It always shaves 
the ice into uniform crystal flakes, without lumps 
or chunks. Our line includes sizes and styles of 
Ice Shavers (Hand Power or Electric) for every 
need—up to 300 lbs. per minute capacity. Send 
for Folder and Prices on Complete Line. 


CLAWSON MACHINE Co. 


FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 

















When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 
the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 
prices. 


Never Drip Steel 
Mortar Hods 


These hods are 
made entirely of 
steel with wooden 
shoulder saddle 
and handle. E 

are heavily n- 
forced. The fork 
is pressed from 
heavy-gauge steel. 
ae only 11 

Ss. 


THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 











By Order of the Court of Common Pleas for Franklin County, 
Ohio, in the matter of The National Glove Company vs. J. H. & 
F. A. Sells Company—No. 131,337. 


Public — 


Entire Merchandise, Machinery, Fixtures, etc. 


of 
J. H. & F. A. Sells Company 


Jobbers and Manufacturers 
32-34 E. Chestnut Street 
COLUMBUS, OHIO 
Thursday and Friday, December 
10th and 11th, 1931 
(Starting promptly at 10 A. M. each day) 
Value at Cost $150,000.00 


SALE COMPRISES Large high grade stocks of: 
GENERAL HARDWARE, including Shovels, Scoops, Garden Tools, 
Agricultural Handles, Hardware Cloth, Wire Cloth, Poultry Net- 
ting, Chain Traps, Plow Singletrees, Plow Clevises, Halter 
Chains; Pliers, Hack Saws, Hack Saw Blades, Hand Saws, Bit 
Braces, Post Drills, Hand Drills, Nails, Taps, Measures, Screw- 
drivers, Bolts, Tacks, Brads, Sand Paper and Emery Cloth, 
Grinders, Vises, etc., ete. 
BUILDERS AND CONTRACTORS’ HARDWARDP SUPPLIES AND 
TOOLS, including Wheelbarrows, wood and steel, Tackle Blocks, 
Sledges, Hammer Handles, Wrecking Bars, Crow Bars, Hammers, 
Hatchets, Picks, Shovels, Locks of all kinds, Sash Lifts, Sash 
Fasteners, etc., etc., etc. 
HOUSEHOLD GOODS AND MISCELLANEOUS MERCHANDISE, 
including Washing Machines, Vacuum Cleaners, Pen Knives, Scis- 
sors, Butcher Knives, Paring Knives, Can Openers, Bottle Caps, 
Mouse Traps, Bathroom Fixtures, Galvanized Oil Cans; O-Cedar 
Oil, O-Cedar Mops, Old English and Johnson's Floor Wax, House 
Scales, Food Choppers, etc., etc., etc. 
ELECTRICAL SUPPLIES, Including ELECTROTOOL portable elec- 
tric CLEANERS AND GRIN YDERS; Sockets, Plugs, Appliance 
Cords, Switches and items usually carried by hardware stores. 
NOTE :—Also valuable patents, etc., for manufacture of ELECTRO- 
TOOL portable electric drill grinder and buff. 
LEATHER GOODS, including 230 Sets Team Work and Express 
Harness, 3600 Horse Collars, Thousands of Dog Collars, Dog 
Harness, etc., etc., etc. 
SADDLERY HARDWARE, including a complete line of Bits, 
Snaps, Buckles, Loops, Harness Trimmings, Rivets, Harness Chains 
of most every description. 





NOTE: This is one of the finest and 
most extensive stocks of its 
kind in the country. 











RAW MATERIALS, including Leather, Ticking, Webbing, Black- 

ing, Ink, etc., ete. 

MACHINERY—Complete machinery and equipment for manufac- 

ture of Harness, Horse Collars, Dog Collars, etc. 

AUTOMOBILE TIRES AND ACCESSORIES, including a complete 

line of Gates Auto Tires and Tubes, Tire Chains, Brinks Spraying 

Equipment, etc., ete. ° 

GENERAL, MERCHANDISE, including Leather Coats, Overcoats, 

Topcoats, Leather Jackets, Automobile Robes, Bed Blankets, In- 

dian Blankets, Stable Blankets, Felt Pads, Felt Housings, Sweat 

Pads, Fly Nets, Hand Luggage, Canvas and Leather Gloves, 

Steamer Rugs, etc., etc. 

MISCELLANEOUS, including Measuring Cans, Gasoline and 

Sprinkling Cans, Globes, Rope, Wrapping Twine and Paper, Seine 

Twine, Cotton Rope, Manila Rope, _, and Wooden Blocks, 

Ventilators, Weather Stripping, etc., etc., etc. 

FIXTURES, including Motor Truck, Display Cases, Shelving, Elec- 

tric Motors, Leather Belting and Tools, etc., etc., etc. 

OFFICE EQUIPMENT, including Typewriters, Adding Machines, 

Electric Bookkeeping Machine, Desks; Extensive Kardex System, 

Tables, Chairs, Filing Cabinets, etc., etc. 

INSPECTION: Premises are open for inspection daily. 

Receiver: J. A. Dury, No. 36 E. Chestnut Street, Ts Ohio. 

Attorney for Receiver: Barton Griffith, Sr., 8 E. 8t., 
Columbus, Ohio. 


Complete Detailed Auction Catalog Free Upon Request 
For any further information apply to: 


F. R. SHORE—Official U. S. Auctioneer 
Industrial Plants Corporation 


Auctioneers — Appraisers a Liquidators 


Columbian Building, Columbus, Ohio 


25 Church St. Nicholas Bldg. Standard Bank Bldg. 
New York City Toledo, Ohio Cleveland, Ohio 
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THE ADVERTISERS INDEX is published as a convenience and not as a 
No allowance will be made 


part of the advertising contract. Every 
for errors or failure to insert. 


care 


will be taken to index correctly. 
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A. & J. Kitchen Tool Co....... 
Acme Scraper Co.....ceccccess 
Reme Sheer Cou.ccoscccccsccs 
Allith-Proaty Go. ...2-.0cecces 
American Chain Co............ 
American Fork & Hoe Co....... 
American Gas Machine Co...... 
American a . ee sod Wie thie set 
American 
American 
American 
American 
American 
American 
Ames-Baldwin-W yoming 

Co. 
Anti-Borax Compound Co....... 
De EE Bins posses hvac < 
Armstrong Bros. 
Arrow-Hart & Hegeman Electric 


Sheet & Tin Plate Co. 
Stainless Steel Co.... 
Steel & Wire Co...... 
Window Glass Co.. 

Shovel 


Co. 
Atlas DE ER. c.cccuvesuwnes 
Atkins & Co., E. C 
Automatic Washer Corp........ 


Babcock Co., 
Bakelite Corp. 
MEE SUD. -\. cwisictesd SSos ws sede 
Oe eee 
ER Be Be ere 
ge a eee 
Bethlehem Steel Co............. 
Birtman Electric Co........... 
Bismarck Hotel (New)... 4 
Bissell Carpet Sweeper Co...... 
Oe EUS. SS eee 
TE ag 0S ee 
Bigisdell Pencil Co...... 2.00 
Bommer Spring Hinge Co...... 
Bosley Co., D. W 

Boston Varnish Co........0...- 





Boston Woven Hose & Rubber 
7 


| Er ae ee 
Bridgeport Screw Co........... 
rockman Co., Oscar.......... 
Brown & Sharpe Ben: Mis v0.0 uk 
Brush-Nu Co. 
eS ee as eee 
Buffalo Wire Works, 
Burnley Battery & Mfg. Co.. 
Burroughs Adding Machine Co. 
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Calbar Paint & Varnish Co...... 
Canvas Products Co............ 
Ceertedem: (ps. oo +6s cones ss 
Cattaraugus Cutlery Co......... 
Ceete Predects Co. ...0000%000% 
Champion Hardware Co......... 
Chicago Spring Hinge Co....... 
Clawson Machine Co............ 
Clemson Bros., 
Cleveland Quarries Sibe seuss 
Cleveland Wire Spring Co... 
Clover Mfg. C 

Coleman Lamp & Stove Co...... 
Columbian Rope Co............-. 
Conestoga Corp. 
Continental 


Screen sg en ee 
Cook Company, Hi. C....0.02..+<. 
Corbin ow Lek eee 
ON J Aree 
Corbin oi a Pees eeweenes 
Corning Glass Works.......... 
Crescent Tool C 


ee ee 
Damascus Steel Products Co.... 
Dazey Churn & Mfg. Co........ 
De Laval Separator Co......... 
Delta -Electric Co......csccees- 
bE ee eee 
Diamond Calk eames > 
Se SS a ea 
Disston & eat Inc., 
Dormeyer, Inc., 
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IN Sa © ae eeaerer ts 
Duluth Show Case Co.......... 
Du Pont de Nemours & Co., E. I. 
Durable Toy & Novelty Co..... 


E 


Eagle Lock Co.......2cccccces 
Eagle Mfg. Co......s.scccccces 
Eastern Tool & Mfg. Co........ 
Edison Lamp Works..........- 
Edlund Co. 
Baeetic Tip (ois. ec swsscssscces 
Electric Cutlery Co............ 
Empire Level Mfg. Co......... 
Enterprise Iron and Wire Fence 


Estwing Mig. Co.............. 
ee ee © Ser 
Everedy Co. 


ag 4 i ee eee 

& Lawn Mower Co....... 
Faultless ee © ere 
— Enameling & Stamping. . 
Flexible Steel Lacing Co....... 
PURE DEEN. S00. c2o. se peo sak sic 
French Battery Co.......0cccccse 


G 


General Hardware Corp......... 
General Motors Radio Corp..... 
General Wheelbarrow Co........ 
Geuder, Paeschke & Frey Co..... 
Gilbert & Bennett Mfg. Co..... 
Good Housekeeping 
Goodell Co. 
Goatees, B. F., Rubber Co.. 
Gray & D 
SS ee 
hE SeSeGwasede'es 
Grigsby-Grunow Co. ........... 
Grinnell Washing Machine Co... 
Sorseweld-Mig. Co.....ccccccves 


Hanlon & Goodman Co.......... 
ay eg ar Arms Co.. 
Heller & Co., W 
Hercules Powder 
Hibbard, Spencer, Bartlett & Co. 
Hill Clothes SS ree 
DS ee Se eee 
Hoppe, Inc., 
Horton Mfg. 
Le eae ere 
Humphreys Mfg. 
Hygrade Sylvania _ 
vania Division 


ee ae ee 
Independent Lock Co........... 
Indiana Steel & Wire Co....... 
Ingersoll Steel & Disc Co...... 
— Waterbury Watch Co., 

| Perr er err rere ee ee eee ree 
International Co. 

Ee aaa 
International Safety Razor Co... 
Ives Co., B 


Harvester 


Jennings Mfg. Co., Russell..... 
Johnson Arms & Cycle Works, 

DOr) Ghbabeses ceca snes onese 
Johnson Mfg. Co., Nestor...... 
Jordan Hardware Co........... 
| Ae Ae ae ere 
ae RS a eee 


Katzinger Co.. Edward......... 
ee OO es 
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Kelly Axe & Tool Works of the 
American Fork & Hoe Co.. 
Kester Solder Co...........++: 
Keystone Steel & Wire Co...... 
Kimball Bros. Co.........-.+++ 
Klein & Sons, M 
Knapp-Monarch Co. 


L 


Lamson & Sessions Co.........- 


Landers, Frary & Clark....... 
Leipzig Trade Fair, Inc........ 
EAE TOES, coe cccdeccdbev ees 
Lufkin Rule Co.....ccscscccres 


Lyon Metal Products Co........ 


M 


McCord Radiator & Mfg. Co..... 
McKinney Mfg. Co...........- 
Marshalltown Trowel 
Marvel Rack Mfg. Co.......... 
Master Lock Co 
Maydole Tool Corp., David..... 
Meisselbach Mfg. Co., A. F.... 
Metal Sponge Sales Corp....... 
Miler. <eyless Lock Co., 7 
Millers Falls-Goodell Pratt Co.. 
Milwaukee Brush Mfg. Co..... 
Milwaukee Stamping Co......... 
Modern Laundry Machine Mfg. 


Montague Rod & 
Moore Push Pin Co............ 
Morse Twist Drill & Machine Co. 
Murphy Sons Co., Robert...... 
Myers & Brother Co., F. E...11 


N 
National Carbon Co...........- 
National Enameling & Stamping 
Lh hn kh wees caw Ce as ea ew s-< 


National House Furnishing Mfrs. 
Association 


atiegel Lead Ces. .cscessests 
eee 
National Pipe Bending Co...... 
Neely Nut & Bolt Co.......... 
Nelson Mfg. Co., Inc., L. R..... 
New Haven Clock Co.......... 
New York Wire Cloth Co....... 
eS SE ree 
Nineteen Hundred Corp........ 
Meee & Gone, W. finisccasce 
ONS ee eer eee 
North & Tudd Mfg. Co......... 


Northwestern Barb Wire Co.... 
‘ 


O’Cedar Corp. 
Oliver’ Iron & Steel Corp....... 
One Minute Mfg. Co............ 
ee Ee eon 
Oe ee 


P 


Page Steel & Wire Co.......... 
Paine Co. 
Patent Novelty Co............. 
Sa Oo eee 
Peerless Handcuff Co.........-- 
Pelouze Mfg. Co. 
Pennsylvania & Atlantic Seaboard 
Hardware Ass’n. 
Pennsylvania Lawn Mower Wks. 
Perfection Stove Co., Inc....... 
Pharis Tire & Rubber Co....... 
Philadelphia Lawn Mower Co.... 





Picard Co., Georges............ 
OST OS Sree 
Pittsburgh Plate Glass Co....... 
Pittsburgh Steel Co............ 
Plumb, Inc., Fayette R 

a i Pare 
Progressive Mfg. Co...........- 
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Reed & Prince Mfg. Co........ 

Remington Arms Co., Inc....... 

Reynolds Wire Co..........-.-. 

Rich Pump & Ladder Co........ 

Richardson Rod & Reel Co..... 

Te Wilcox Mfg. Co....... 
I 


Robinson, Edward 

Ruby Chemical Co 

Russell, Burdsall & Ward Bolt & 
Nut Co. 

Russell & Erwin Mfg. 

Russie Cement CO. 6s oie osc ese 


s 


Samson Cordage Works......... 7 


Sandvik Saw & Tool Corp...... 
Sapolin Co., Inc...... 
Sargent & Co 
Schalk agg Pee es 
Schatz Mfg. 
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Shapleigh Hardware Co 


7 
Sheffield Bronze Powder & Sten- 


cil Co. re es eee 
Shetiield Products Co.........+. 
Shelby Spring Hinge Co.. 
Sherman Mfg. Co., H. B....... 
Silver Lake Co....... 
Simmons Hardware Co......- = 
Simonds Saw & Steel Co.... 
Skelton Shovel Works of 

American Fork & Hoe pee 
Slaymaker Lock Co........ ee 
Smith, Inc., Landon P.......... 
Smith & Sons, Seymour........ 
Standard Electric Stove Co..... 
Standard Tool Co........cccce 
Stanley Works 
Star Heel Plate Co.......... oe 
Stewart-Warner Corp. .......+- 
Swartzbaugh Mfg. Co...... 


T 


Thompson & Son Co., Henry G.. 
Toledo Wheelbarrow Co........ 
Trow & Holden............-+- 
Tubular Rivet & Stud Co....... 
Tucker Duck & Rubber Co..... 
Turner Brass Works.........-- 


U 


Union Hardware Co........-++- 
a’ Steel Products Co....... 
U. Cartridge Co.......ccceece 
U. 5 Hae PAisslessssaese ; 
a. S. Stamping Co..........-- 


Vv 


Vaughan Novelty Mfg. Co....... 
Vichek Tool Co... .2.0.0scc0c0s00 
Vollrath Co. 
Voss Bros. 


Walworth Co. ....cscscccceere 
Warren Mfg. Co., J. 
Western Cartridge Co.......... 
Wickwire Bros. 
Wickwire Spencer Steel Corp... 
Wilder & Co........... 
Wilson & Co., Inc., 
Winchester Reneating Arms" Co.. 
Witt Cornice Co............0+% 
Wood Shovel & _— > 
Wooster Brush besaes 
Worthington Co.. "ecw. eA 
Wright Steel & Wire Co., G. 


y 
Yale & Towne Mfg. Co......... 
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aaa age 
Sales Tips --- No. 3 





N your community there is many a man whose hobby it 
is to work with edge tools. 
He takes a great pride in his tool kit and the things he 
makes or repairs with it. 


This man's name is legion—and he spends money— 

not only for tools but sharpening stones. 

He is numbered among your customers. 

He knows that his kit is not complete without a good sharp- 
ening stone. 

Sell him a Carborundum Brand Combination Stone—or an 
extra hard, extra fine stone for his carving tools. 

Sell him Carborundum-Made Sanding Sheets for sandpaper- 
ing his work. 

He represents a big, profitable market—and he knows 
“Carborundum.” 

By the way, do you know what Carborundum radio programs 
are doing for the dealer? Write for details—note the coupon. 








Consider the HOME CRAFTSMAN 


Tune in on 
THE CARBORUNDUM 
HOUR 
Columbia Chain 
SATURDAY NIGHTS 
9.00 E.S.T. 














THE CARBORUNDUM COMPANY 
Niagara Falls, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Detroit, Cleveland, Cincinnati 
Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 


( cansorunoum 1S A REGISTERED TRADE MARK OF THE CARBORUNDUM company ) 


DECEMBER 3, 1931 














THE CARBORUNDUM COMPANY, 
NIAGARA FAILS, N. Y 


| want to tie in on the Carbo- 
rundum broadcasts, send window 


card. 


Name 


Address 
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Our 
Spring Goods Stock 


is Complete 














ESTABLISHED 1843 








Fast Cutting---Least Exertion 
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IN THE U, S, 
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Upright Handle 


Feature 














ESTABLISHED 1843 
INTERNATIONAL DISTRIBUTORS 
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TOOLS CUTLERY 
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Tar Ter 
Cuore Brst For 
Or Exrcets 


“DIAMOND EDGE 1S A QUALITY PLEOGE™ 





IN THE U, S, 
PAT, OFFICE 
















in 
Gold Bronze— 


Crimson Trimmed 


STEEL SPRING 


——— 


Showing Automatic Ball Bearing 


Adjustment 


DG wor) 


Attractively Finished 











Ask Our Salesman 
To Show You 
Our Full Line 
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